


. on id : Ws) 
~ GEYER’S PAT GEYER 


the public's time. 


Featured in this issue: 
How big is 1957's 
college and pro tv 
football package? 


Index on page 7 


‘The ultimate goal 











MEREDITH 
= SYRACUSE 
TELEVISION CORP. 


Now Operating at Maximum Power of 316,000 Watts. 
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as caught in @ mid- 


Last month our commercial manager W 
film series- 


afternoon traffic jam and this month we start a new 
The traffic jam that trapped Fred 


We think it makes sense- 
of workers who 


Menzies was caused by the tens of thousands 
start for their Central New York homes at 3:30 p.m. 

red that nearly 94% of the daily employees of 
Carrier, Crucible Steel and the scores of 

e by 4:30 p-™- 


In fact we discove 
General Electric, 
other local industrial giants start hom 


Our new film series, "The Early Show", will be viewed from 
5 until 6:30 p-™- weekdays and will present the finest feature 


It should play to capacity adult houses. 


ers call either Menzies 
and you can call either 
f the former and fairly 


If our viewers should be your custom 
or the Katz Agency for more details -- 
one late in the afternoon. We are sure © 
certain that the latter is the exception 


- haw 


' 
Paul Adanti 
Vice President 





AFFILIATED WITH BETTER HOMES AND GARDENS AND SUCCESSFUL FARMING MAGAZINES 








MEREDITH STATIONS 





Basic C KCMO and KCMO 
BS Wow and nea City +» KPHO and KPH 
,Omaha + WHEN and WHEN fis lace 
-TV,Syracuse 
































One Does It 
In Des Moines! 














KRNT-TV SCORE 


311 FIRSTS 


in 485 Quarter Hours 


(THE JUNE A. R. 8B.) 

















TOP TEN MULTI-WEEKLY 











*KRNT-TY 





Average Rating 

* 1. Russ Van Dyke News................5. 10:00 P.M........... 37.7 
* 2. Al Couppee Sports ..............0.00 10:20P.M........... 27.0 
* 3. Paul Rhoades News ................-. 6:00P.M........... 148 
Oh IIE css cccscasiscbasnonve 10:45AM........... 13.7 

5. Jack Shelley News .............00002: 10:00 P.M........... 13.4 
* 6 As the World Turns................00 11:30AM........... 134 
* 7. Search for Tomorrow................- 10:30AM........... 125 
* 8. Don Soliday News ................064 12:30P.M........... 124 
- & | eer a: 12:00 Noon......... 118 
- YL RR eee reer ae 10:15AM...........108 





TOP TEN ONCE-A-WEEK 








A COWLES OPERATION 








*KRNT-TY Average Rating 

ie RRA ie ee 40.0 

oe PN Se ee abe cb cine oa cecbveuveeseve 35.5 

OP PN cas csc ccuknccaxavencaseccccssavevesscbes 35.4 
rT 

2 EE a ee ere 

Oh IID sccesccarvacannasstensass seveceseseedl 
sees acsiseuontenscacarsae 

I eS see scila e Sucedvannehs canes 28.5 
SSE ESE ae ee ee 28.2 


Full Power Channel 8 In lowa Ce cniael 78.0 
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Of the top 50 shows in the San Diego market, 8 are 
KFMB-TV produced news programs .. . 


Channel 8 news programs are the highest rated multi- 
weekly programs . . . the highest rated news programs 
.. . and highest rated programs in their time segment. 


in San Diego to watch the news . . . means to watch 
KFMB-TV—Channel 8. 


* Nielsen, Dec. 1956 
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America’s more market 
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if I've Told You Once, 
I've Told You 
a Thousand Times, 


Smidley! 





We can’t afford to skip Cascade. It’s the biggest 
TV buy in the West and let’s not forget it, man! It’s 
BIG and it’s BASIC—one of the top 75 markets in 
the entire nation. A four-station network with three- 
state coverage. An exclusive TV market of more 
than half a million with nearly a BILLION dollars 
to spend annually. Now really, Smidley, isn’t it 


obvious? 
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C> CASCADE 


a© & 


NATIONAL REP.: WEED TELEVISION 


BROADCASTING COMPANY 


PACIFIC NORTHWEST: MOORE & ASSOCIATES 
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GENTLEMAN'S AGREEMENT 


Gregory Peck, Dorothy McGuire, Celeste Holm 


GUADACANAL DIARY 


William Bendix, Lloyd Nolan, Preston Foster 


om! 


FOREVER AMBER 


Linda Darnell, George Sanders, Cornel Wilde 


LEAVE HER TO HEAVEN 


Gene Tierney, Cornel Wilde 





; SITTING PRETTY 
Robert Young, Maureen O'Hara, Clifton Webb 





13 RUE MADELEINE 
James Cagney, Richard Conte 








THE LODGER 
Merle Oberon, George Sanders 


4 
SUEZ 
Tyrene Power, Loretta Young 





THE LATE GEORGE APLEY 
Ronald Colman, Peggy Cummins 


Can you name any other TV feature film 


package that contains so many great ones as... 


NTA’s “NIFTY sic FIFTY’ 


...produced by 20TH CENTURY-FOX 


Great pictures? Of course! 
And they're typical of NTA‘s 
prize package of them—“The 
Nifty Big Fifty.” 

They can’t miss when they've 
been produced at a cost of 


$60,000,000, and include no 
less than 29 Academy Award 
winners and nominees. With 
all the polish and finesse you 
expect from that master studio 
— 20th Century-Fox. 


The moral is: plain: For 
assured ratings and sales to 
match, phone, wire or write 
NTA today — and find out 
for yourself how nifty are 
these Big Fifty! 


Harold Goldman, Vice President in Charge of Sal 
NATIONAL TELEFILM ASSOCIATES, IN 
60 West 55th Street, New York 19, N. 


PLaza 7-2100 
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Television Age 


FOOTBALL FOR ’57 
Armchair quarterbacks will see top grid 
fare, thanks to sports-minded sponsors 


SALES SOAR FOR GEYER CLIENTS 
This agency's creative approach builds 
small budgets into successful campaigns 


. . . ABOUT THOSE FOREIGN 
COMMERCIALS 

A fantasy, based on no research, on how 
sponsors get their money’s worth abroad 


SO YOU WANT TO BE A PRODUCER? 
Experienced, successful Walter Schwim- 


mer discusses a filmmaker’s joys and pit- 


falls 


TV BUILT BIGGEST DEALER 

A sequel to “Automobile Dealers” details 
the growth of Courtesy Motors through 
tv 


1l Publisher’s Letter 
Report to the readers 


15 Letters to the Editor 


The customers always write 


21 Tele-scope 
What's ahead behind the scenes 


23 Business Barometer 
Measuring the trends 


25 Newsfront 
The way it happened 


45 On Film 


Roundup of news 


51 Washington Memo 
Tv and Capitol Hill 


55 Wall Street Report 


The financial picture 


56 Network Schedule 
The October line-up 


59 Spot Report 


Digest of national activity 


77 In the Picture 
Portraits of people in the news 


738 In Camera 
The lighter side 


NEW 


CHARLIE 
CHAN 
SELLS! 


78 markets snapped up in first 
six weeks! Coca-Cola in Atlanta! 
NBC O-&-O in Los Angeles! 
Dixie Beer! Bowman Biscuit! 
Prescription 1500 in 10 markets! 
J. Carrol Naish, the NEW 
Charlie Chan, “the best ever 
to do the role.” See it today, 
and you'll have to agree the 
new CHARLIE CHAN sells! 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 * PLaza 5-2100 
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AT FIRS 





1 A WHISPER! 
NOW A SHOUT! 


+ col ANOTHER 





SMASY Hy, gpd 


Yes, it’s Ziv's HARBOR COMMAND! What a combination 
...a Commanding role...a commanding performer... 





fused in white hot action! 





OVER 135 MARKETS ALREADY SOLD! 


HAMM'’S BEER 
LION OIL 

SEALY MATTRESS 
CAPITOL BEDDING 
COCA-COLA 
ALKA-SELTZER 
KROGER 

FORD 
CARNATION MILK 
BLUE CROSS 
WEST END DAIRY 
SQUIRT 

LEE MOTORS 
DERST BAKING 


NUCOA MARGARINE 

ONE-A-DAY TABLETS 

LA ROSA SPAGHETTI 
ROCHESTER HOSPITAL SERVICE 
MULLER-PINEHURST DAIRY 
INDEPENDENT LUMBER CO. 
ROCHESTER MILK PRODUCERS 
S. A. MACH. & SUPPLY CO. 


HOME RADIO & FURNITURE CO. 


WLW-A = —Atlanta 
KBAK-TV — Bakersfield 
WAFB-TV — Baton Rouge 
kvos — Bellingham 
KBOI-TV — Boise 





WNAC-TV — Boston 
WTVN-TY — Columbus, Ohio 
KYW-TV — Cleveland 
WTVY-Tv — Dothan 
WANE-TV — Ft. Wayne 
WDAM-TV — Hattiesburg 
WFGA-TY — Jacksonville 
WIVI-TY — Miami 

WKXP — Lexington, Ky. 
WDSU-TV — New Orleans 
WOR-TY — New York 
WKY-TV — Oklahoma City 
WEEK-TV — Peoria 
WLW-I-TV — Indianapolis 


KLRJ-TY — Las Vegas 
WCAU-TV — Philadelphia 
KOAM-TV — Pittsburg, Kan. 
KPHO-TV — Phoenix 
WIIC-Tvy — Pittsburgh, Pa. 
KSL-TV — Salt Lake City 
KRON-TV — San Francisco 


WDAU-TY — Scranton- 
Wilkes Barre 


KOVR-TY — Stockton 
KOLD — Tuscon, Ariz. 
KTNT-T¥ — Tacoma 


WIvT —Tampa 
KTVX-TV — Tulsa 
KONA —Honolulu 
... and others 












Quality $ gt 


HARBOR COM 


Starring 


WENDELL COREY 








DICTIONARY OF SYNONYMS FOR WSM-TV 





. 


Star Maker to the Networks... . since January 1957, 


27 WSM and WSM-TV stars have made 76 network TV appearances. You've seen 
them on NBC-TV shows with Diana Shore, Tennessee Ernie, Today, This is Your Life, 
Tonight, Steve Allen, Kraft TV Theater; on CBS-TV shows with Jackie Gleason, 
Gary Moore, Ed Sullivan, Jimmy Dean, Arthur Godfrey, Gunsmoke, Vic Damone; 
on ABC-TV shows with Paul Winchell and the Big Beat. With this kind and quantity 
of talent on tap, it’s easy to see why WSM-TV is clearly Nashville’s Number 1 
Television Station. Ask Hi Bramham or any Petry man about America’s most 
astonishing talent story. 


Channel 4, Nashville, Tenn. © NBC-TV Affiliate © Clearly Nashville's #1 TV Station W S M- : V 
IRVING WAUGH, General Manager © EDWARD PETRY & CO., National Advertising Representatives 


WSM-TY's sister station — Clear Channel 50,000-wait WSM Radio — is the only single medium that covers completely the rich Central South market. 
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Letter from the Publisher 


Doerfer Clears the Air 


In the most important speech of his short career as chairman 
of the Federal Communications Commission, John C. Doerfer 
may very well have punctured the shimmering dream of both 
the wired-television and the subscription-television advocates. 

For both of these groups there have been visions of tremendous 
profits. The proponents of subscription tv, a system that would 
make use of the air waves, have drummed away at the commission 
for years, in an effort to get permission to take over, at least tem- 
porarily, some of the precious spectrum space. So far the FCC 
has delayed a ruling. 

The wired-television system does not seem to be under the 
jurisdiction of any government agency. 

Commenting on the two systems, chairman Doerfer spoke first 
of wired tv. “Although I have no special competence to predict 
its public acceptability,” he said, “in my opinion, if successful, 
it will be subject eventually to governmental regulation. 

“Historically, few business enterprises which use public high- 
ways for a substantial portion of their plant investment and charge 
the public for a service have escaped regulation,” the chairman 
went on to explain. “Witness the experience of the telephone com- 
panies, the power companies, the gas and pipeline companies and 
the motor carriers. 

“Hence, when the public realizes that it has contributed part 
of the plant, it invariably insists upon regulation of the rates to 
be charged, the net earnings, the service practices, depreciation 
charges and even the accounting systems to be adopted. 

“Regardless of how reasonable the charges for the service may 
appear, the public will generally not tolerate rates which result 
in excessive earnings. 

“Anyone who envisions huge profits in wired television had 
better look over his shoulder. That warm feeling of a ‘golden’ 
glow may merely be the hot breath of regulation.” 

“In my opinion, those who wish to engage in a wired-television 
business should consider, if successful, the probability of being 
subject to eventual regulation of rates, profits and service practices. 
Whether or not this lies in store for broadcast subscription tele- 
vision, if authorized, I cannot say.” Then Mr. Doerfer went on to 
point out that bills to control subscription tv had already been 
proposed in Congress. 

Coming from the head of the body that will, in all probability, 
be called upon to regulate both wired and subscription television, 
this speech seems to give more than a hint of things to come. The 
fact that the commission is again taking up the subscription-tv 
question and expects to rule on it within the next few weeks makes 
the remarks even more pertinent. 

And as for the visions of quick and substantial profits that are 
dancing like sugar plums in the heads of both wired- and sub- 
scription-tv promoters, the chairman’s speech may replace them 
with some of the down-to-earth realities of the situation. 


Cordially, 


I. Vauk 











America's 
10th TV Market 
917,320 TV sets 


Lancaster 
Harrisburg 
York 
Lebanon 
Reading 
Hanover 
Gettysburg 
Chambersburg 
Waynesboro 
Lewistown 
Sunbury 
Carlisle 
Pottsville 
Shamokin 
Lewisburg 
Hazleton 
Mt. Carmel 
Bloomsburg 
Hagerstown 
Frederick 
Westminster 


STEINMAN STATION 
Clair McCollough, Pres. 
Representotive MEEKER 


316,000 WATTS 
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THE GRAY GHOST 


Excitement-charged as a cavalry 
raid, THE GRAY GHOST dramatizes 
the life and legend of one of the 


Civil War’s great soldier-statesmen, 


dashing Colonel John S. Mosby. 


THE GRAY. GHOST, starring Tod 
Andrews, documents the true-life 
adventures of Colonel Mosby and 
his famed Raiders, daredevils on 
horseback whose fearless exploits 
behind the Union lines comprise 
one of the most eventful chapters 


in America’s colorful history. 


Epic in scope, universal in appeal— 
THE. GRAY GHOST (39 half-hours) 
has already been sold to such major 
regional advertisers as Habitant 
Soups (throughout New England), 
Loblaw food chain (upper New York 
State and Erie) and Colonial Stores 
(Virginia, the Carolinas, Georgia 
and Alabama).* Other territories are 


going fast, so act quickly. Call... 


CBS TELEVISION FILM SALES, Inc. @ 
“,.. the best film programs for all stations” 


*Also signed are Welch Grape Juice; Gunther Beer; Sears, 
Roebuck; Freihofer Baking Co.; Block Drug Co.; Adams Dairy; 
Foley’s Department Store (Houston) and many others. 
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To make sure you say what you 
mean... mean what you say!— 
put your message on film. . . check 
and recheck it with real live audi- 
ences before it's finally aired. Then 


- there'll be no ‘‘fluffs’’—no fault to 


find with what's said and done. 





Right from the horse’s 


Furthermore, you schedule to best 
advantage, save time and money 
—when you use EASTMAN FILM. 
For complete information write to: 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


Be sure to FILM IN COLOR... you'll be glad you did 





he: 
i 








aeloletia nt: 


East Coast Division 
342 Madison Ave 
1 a (ola an Ae 


Midwest Division 
130 East Randolph Drive 
Chicago 1, Ill. 


West Coast Division 
OVA lolol lo Malelaliced -1h Ze 
Hollywood 38, Calif. 


or W. J. GERMAN, Inc. 


Agents for the sale and 

elt Siglolhilela Mel ml sel tiulela) 
Professional Motion Picture Films, 
Fort Lee, N. J.; Chicago, Ill.; 
Hollywood, Calif. 
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Two Sides to the Coin 
I read with great glee your lead 
story in (Aug. 12 “The Real Radio 
Story”) TELEVISION AGE. And ‘twas 
well done. . But really it was a 
terrific job in behalf of radio—with 
TvB trying so hard they looked like 
they were doing the Radio Advertising 
Bureau’s work. . . . I’m a radio drum- 
beater. But I also view tv. I’ve three 
tv sets in my home and six radio sets, 
plus a portable. I’ve personally 
found . . . that more and more we’re 
turning from tv to listening to our 
portables, to our bedroom sets and to 
our sets in autos. The reason: we, like 
millions of other Americans, are 
becoming more out-of-home than in- 
home bodies. Therein lies television’s 

basic weakness today. . . . 

Haro_tp Gop 
Director, Press Information 
Mutual Broadcasting System 
New Yorl. City 


We would like to have eight addi- 
tional copies of TELEVISION AGE, of the 
August 12th, 1957, issue. . . . Do you 
plan to reprint the article, “The Real 
Radio Story,” on page 27 of the above 
mentioned issue? If so we would like 
to have at least 20 copies of the reprint. 

J. W. Carver 
Sales Manager 
wJtv Jackson, Miss. 
Note: No reprints of “The Real Radio 
Story” are available at present, but a few 
copies of the August 12th issue are still in 
hand. 
Engraver Buys Tv 

We believe that we may have a 
television first here at WLAC-TV in 
Nashville. The Brown Engraving Co.., 
a local business, has just purchased 
from us a thirteen-week spot schedule 
within our feature-film programming. 
Our aim will be to sell engraved. 
original letterheads to businessmen, 
engraved wedding invitations to the 
mother of the bride as well as the bride- 
to-be-herself, and to build up the 
name, Brown Engraving Co., prestige- 
wise. 

It this is the first attempt of an 


(Continued on page 16) 


A Date withDel 


After a big splash in Chicago 
and St. Louis radio, and dramatic 
parts in New York television, Del 
has come home to give all Middle 
Georgia a touch of glamour, genu- 
ine Southern friendliness, and just 
plain charm, on her Monday 
through Friday program at 11 a.m. 
Her main interests (and those of 
her viewers) are people—national 
celebrities, hometown folks, and 
neighbors doing a job for other 
neighbors. Her message “gets 
through” and so will YOUR sales 
message. 


How would you like “A Date 
with Del?” Your next campaign 
needs one! 


WMAZTV 


CHANNEL 


MACON .GA. 


National Rep. 
Avery-Knodel, Inc. 
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Letters 


(Continued from page 15) 


engraving company to try to sell 
through television, I thought you 
would be interested. If it is not, then 
I will certainly be interested in any 
case histories that you can furnish me 
about previous attempts in tele- 
Vision. . . . 

Haroip C. Crump 

Account Executive 

w1ac-Tv Nashville 


Note: If an engraving company has pre- 
viously advertised on television we have 


no record of it. If any station executive re- 
calls a similar tv sponsor we would be 
pleased to hear the details. 
Slenderama, not Slenderella 

In reading the August 26th issue of 
TELEVISION AGE and your article, on 
pages 42 and 43, entitled “Weight 
Control,” I notice there is a mention 
referring to the Slenderella Reducing 
Salons which is in error. The article 
mentions that Slenderella is using two 
announcements per week on the Ruth 
Lyons’ “50-50 Club” on wiw-t Cin- 
cinnati. Actually, there is a similar 





Pittsburgh's NEWEST Look! 





WIIC 


CHANNEL 11 


Now On the Air 


316,000 watts ERP 


serving 


1,237,000 TV Homes 


in the nations 


EIGHTH MARKET 


with effective buying income of 
$8,731,815,000 


REPRESENTED NATIONALLY 


BLAIR TV 


BY 


BASIC nop AFFILIATE 
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account on the program, but its name 
is Slenderama by Tarr. The Ruth 
Lyons program emanates from the 
studios of WLW-T in Cincinnati and is 
also carried by wLw-p Dayton and 
wLw-c Columbus. . . . The Slenderama 
by Tarr account is handled by Gregory, 
House & Jensen Advertising in Cleve- 
land. Bromley House is the account 
executive. 
Grecory T. LINCOLN 
Sales Manager 
wLw-c Columbus 


Note: Our apologies to Slenderama, Slender- 
ella and station WLW-C. 


Excellent Job 
. . . | continue to enjoy and very 
much admire the magazine. I think you 
have done an excellent job with it. . . . 
Hat JAMES 
Vice President 
Director Radio-Tv 
Doherty, Clifford, Steers & Shenfield 
New York City 


Fall Film Issue 
. as usual, your magazine has 
done the comprehensive job (Fall Film 
issue, Aug. 26) on the subject. 
HERSCHELL G. Lewis 
Lewis and Martin Films 
Chicago 


Congratulations on your film issue. 

. . . It was extremely fine. 
Davip BADER 
Vice President 
Atlantic Television Corp. 
. .. thank you for excellent . . . survey 
article on film producers . . . | am sure 
the subject was a tough one to tackle 
. we think very highly of . . . your 

magazine. 

Frep A. NILES 
Fred A. Niles Productions 
Chicago 


. . the 1957 Fall Film Outlook issue 
of TELEVISION AGE .. . does a very 
creditable job... . 

NATHAN ZUCKER 
President 
Dynamic Films 
New York City 


“Market”’ Series 
Your “Changing Television Markets” 
series should make a fine contribution 


to the industry. You have certainly 
(Continued on page 19) 
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Here’s One Way WJAR-TV Sells ‘Em 


In The PROVIDENCE Market... 


The WJAR-TV News Service 





In August, 1957, three year old Eileen Fahey was the 
object of the most intensive search in the history of Rhode 
Island. Almost from the moment of her disappearance, 
the WJAR-TV news cameras were on hand. Within the 
hour of her dramatic rescue, their exclusive film report 
was seen on WJAR-TV, and eventually throughout the 
nation through facilities of NBC, CBS, ABC, INS and UP. 










Day by day, WJAR-TV reaches ‘em and sells ‘em! 


a ee. T 
eo : sq e 
“* / ~ NV @ TAUNTON 
i é ~ ___ Massachusetts W A a V 
‘ JAwaar-ty™ & *-----.. 
// PROVIDENCE Sie 
“. . ; 


CHANNEL 10, PROVIDENCE, R. I. 


a 


Represented by Edward Petry & Company, Inc. 
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Letters (Continued from page 16) fy U C C - a = 


incorporated a great deal of detail. 
May I suggest one thing? Sometimes 
it is difficult to end a market at a P " er" 
state line, as you pointed out for Bris- in selling—through television 
tol, Virginia and Johnson City, Tenn. 
However, I believe that you should 


x ae If you are interested in how different types of advertisers have used 
mention the stations in the whole mar- 


ket area, regardless of state. television successfully you are interested in the TELEVISION AGE series 
Mildred Fulton X re 
Pe Maen Dh of Product Group Success Stories. 
New York City 
Note: Miss Fulton’s thoughtful suggestion Each article takes up a different kind of advertiser, goes into his 


will be seriously considered for future ar- 
ticles in the “Changing Television Markets” 


advertising problems, then tells how these problems have been 
series, 





answered through television. Each case history is factual and com- 
Success Stories _. 


. . . please send me reprints of your plete. Each article includes dozens of actual television success stories. 
product group success stories on the 
ieowing benks and Rites i — Reprints are available at 25c each, 20c in lots of 10 or more. Just 
tutions, electrical appliances, sporting 
goods and toys, department stores. I | fill out the coupon below. 
would also like a copy of the reprint 
of “Television and the Printed Word.” 
Be. Bef pe tet ieee eeene aw ebinaresermanenaseranawanas 
Account Executive 
C: M. Said Advertising 
St. Louis 





Reader’s Service 


Television Age 


444 Madison Avenue, New York 22, N. Y. 


.... send me the Source Book of Tv 


success stories. .. . 

Robert B. Hicks 
Bruce-Hall Co. Please send me reprints of the Product Group Success Stories: 
Chicago 
Number of copies Number of copies 


Bakeries & Bakery Products 
Dairies & Dairy Products 


Please send us a copy of your | Shoe Stores & Manufacturers — 


“Source Book of Tv Success Stories.” 
Lloyd Pearson Associates 
New York City 


Farm Implements & Machinery ——— 
Banks & Savings Institutions Electric Power Companies —_- 
Dry Cleaners & Laundries 


Groceries & Supermarkets 


| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 
Gas Companies — | 
Telephone Companies eo 
Insurance Companies —— 
Coffee Distributors —- | 
Men’s Clothing Stores — 
Cough & Cold Remedies — | 
| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

! 

| 


Furniture & Home Furnishings 
Home Building & Real Estate 
Jewerly Stores & Manufacturers 
Nurseries, Seed & Feed 
Hardware & Building Supplies 
Soft Drink Distributors 

Travel, Hotels & Resorts 
Sporting Goods & Toys 

Drugs & Remedies 

Gasoline & Oil 


Please send me your “Source Book 
of Tv Success Stories” and the five re- 


stories as indicated. (Shoe Stores and 
Manufacturers, Insurance Companies, 
Men’s Clothing Stores, Electrical Ap- 
pliances, Restaurants and Cafeterias.) 
Grace M. DANELO 

Asst. Director Radio-TV 

The Rumrill Co., Rochester 


Electrical Appliances —— 
Beer & Ale ——— 
Department Stores —— 
Restaurants & Cafeterias — - 
Moving & Storage —— 


SRReeeeaeneenn 


Television & Radio Receivers _——— 

















Name Position mee Ey 
Spot Story Company 
Tan AGE . ~y story on spot Ailes 
television . . . I am circulating to other 
people in our organization who, I am City dane State 
sure, will find it interesting. C0 I enclose payment 0 Bill me 


RosBert C. GARRETSON 
Vice President, Advertising 
Carling Brewing Co. 
Cleveland 


(0 Please enter my subscription for TELEVISION AGE for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories 
which includes the first 15 of the above Product Groups. 


* 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 

prints of Product Group Success 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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REACHING MORE THAN 


200,050 
TV SETS 


IN 75 PIEDMONT 
NORTH CAROLINA AND 
VIRGINIA COUNTIES 
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Is Silence Golden? 

Trend? Agency for a new low-cal soft drink that will 
test in Miami soon has a film commercial with 40 seconds 
of silence in the works. After a 20-second standard audio- 
visual pitch, sound is cut while model, with lip movement, 
pointer and chart gives the sales story. The client, of 
course, is hoping to get the attention that a fresh gimmick 
commands, plus luring commercial-time AWOLs back 
into the living room when they think the set has gone dead. 

The west-coast agency, Guild, Bascom & Bonfigli, once 
did a 60-second soundless film spot for former client 
Regal Pale Dry beer. The client reportedly got nervous 
and scuttled the project on the night of the scheduled 
premiere. 

Another report has it that Donahue & Coe is considering 
a sightless 20-second spot for a motion-picture client. The 
picture is The Invisible Boy (sequel to | Was A Teen-age 
Werewolf?). Voice over blank screen will advise that 
you can see the kid only in your local theatre. 


Helena Rubinstein Tests 

Helena Rubinstein, Inc., cosmetic manufacturer, is in 
the process of both media and new-product tests, using a 
couple of tv markets. Further plans are uncertain but 
might be clarified when the results of the tests are known. 
Ogilvy, Benson & Mather, Inc., New York, is the agency. 


More Tv in Williams’ Future 

Parkson Advertising Agency, Inc., is expected to bill 
some $5 million between now and the end of 1958 for its 
newest client, J. B. Williams Co., makers of shaving 
cream, Lectric Shave, Aqua Velva, Conti, Kreml and Skol. 
It is expected that the recently formed agency will be 
giving tv a lot of attention. Its new president and chief 
executive officer, Ted Bergmann, comes directly from a 
vice presidency at McCann-Erickson, where he was an 
associate director of tv-radio, and before that he was 
managing director of the DuMont Television Network. 
The agency also handles Pharmaceuticals, Inc., which just 
bought out J. B. Williams. Pharmaceuticals is running 
spot schedules at present and also will have a total of 
three network shows this fall—Twenty-One and What's It 
For? (in Oct.) on NBC-TV and To Tell The Truth on 
CBS Television. 


Pre-Christmas Campaign for Venus 

Venus Pen & Pencil Corp., through Doyle Dane Bern- 
bach, New York, is running its pre-Christmas drive begin- 
ning Oct. 12. Minutes in and around kid shows will be 
used in New York, Boston, Chicago, Cincinnati, Cleveland 
and Minneapolis. Jean Simpson is the timebuyer. 


Gobel-Sponsor Entente 
While in New York on a recent visit, George Gobel 
confided to TV AGE that he’s working very closely with 


RCA and Whirpool, the sponsors of his new bi-weekly 
NBC-TV program, The George Gobel Show, which, with 
Eddie Fisher as guest, will alternate on Tuesday evenings, 
8-9, with The Eddie Fisher Show, with George Gobel as 
guest. The comedian says that he wants to know his 
sponsors’ problems and to do everything he can to help 
promotion-wise and public-relations-wise, and in line with 
same his Gomalco Productions is running a contest, in 
conjunction with Kenyon & Eckhardt and NBC-TV, 
wherein the winning 25-word letter on “What I would do 
with George Gobel if I won him for my home town for 
a day” will get Lonesome George for that town, plus an 
RCA color tv set for the letter writer. The contest is 


being plugged on NBC-TV’s Today show. 


Italian Ty Monopoly Threatened 

The Supreme Court of Italy is expected to rule very 
shortly on the /1 Tempo case that proposes to break the 
government monopoly of television. Insiders anticipate a 
favorable decision by the court, so much so that Italian 
broadcasters are now coming here to learn more about 
our system. At present the government permits very 
limited commercialization that brings in an estimated $8 
million a year. 


Retail Sales Gains 

It is likely that retail sales for 1957 will hit an all-time 
high of $200 billion. This mark should be reached if the 
expected sales boom continues in the last quarter. Since 
1952, the year the tv freeze ended, consumer spending at 
the retail level has been upped each year. Five years ago 
customers spent $162.2 billion and in 1956 they paid out 
$189.7 billion, according to the U. S. Department of 
Commerce. In every one of the five years food stores 
garnered the highest dollar count, followed consistently 
by automotive and eating and drinking establishments. 
However, Business Week points out, gasoline stations 
made the largest percentage gain from 1952 to 1956, 
upping their total 37.7 per cent. Automotive products 
were second with a 27.5 rise in the five-year period, with 
furniture third, 25.0 per cent, liquor fourth, 24.5 per cent 
and drug stores fifth, 22.4 per cent. 


Wired Tv in Capital? 

The owners of radio station wot Washington, the 
Washington Broadcasting Co., have applied to the District 
of Columbia Commissioners for a closed-circuit license. 
It is quite possible that the Bartlesville experiment in 
wired television may be repeated in the nation’s capital. 


Four New Stations in Australia 

Growing acceptance of commercial television in foreign 
lands is pointed up in Australia, which has just authorized 
commercial video in four more cities. They are Brisbane, 


Adelaide, Hobart and Perth. 
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<ansas City 
are right 


(and they usually are) 





they’re right on 


KCMO-TV 


We parade the facts: More quarter- 
hour firsts, according to Nielsen, 
June 1957, than the two other 
stations combined: 











KCMO-TV 255 
STATIONB 54 
STATION C 104 





ANOTHER 


a VA 


" ; 
PeDiTH STA 





J 
KCMO-TV Kansas City channel 5 
~ a I Joe Hartenbower, General Mgr. 
Cnannei © Sid Tremble, Commercial Mgr. 
, a Represented nationally by Katz Agency 
Mani me KCMO-TV . . . One of Mere- 
dith’s Big 4. . . All-Family Stations. 





o 
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Business barometer 


Network television billings suffered their usual decline in June. Since 1954 
the drop in June network billings has never been less than 5 per cent. 





This year June network billings were off 7.5 per cent over those recorded 
in May. 





As the chart indicates, network billings since February have followed closely 
the pattern set in other years. And in the period from September through 
December the pattern has been very much the same. 





The great difference in network billings this year came in January and February. 
In January 1957 network billings dropped 4.8 per cent, compared with a 
gain of 4 per cent in the same month in 1956 and a gain of 1.5 per cent 
in 1955. 





In February this year the drop con- 
tinued by another 6 per cent. 
In 1956 network billings in 
February gained 2 per cent, NETWORK BUSINESS 
while in 1955 there was a tl me me i ee Ge ik ee Ber 8 
network billings loss of 1.7 


per cent. 105 

100 

Reason for the unorthodox action of 95 
1956-57 


network billings in January 90 
and February may be found in $5 
the changes which were taking 80 

















place just prior to this 1955-56 -_ 

period on the executive level 70 

at ABC-TV. 65 

ov 

With the completion of that reorgani- my 55 





50 
15 
10 


zation and the surge of sell- 
ing which followed, network 
billings have resumed their 
normal pattern. 50 
Comparing billings in this category 20 
with previous years for the 15 
period beginning in March ‘ 10 
Shows gains in March 1957 of 
7.5 per cent, in 1956 of 9 
per cent and in 1955 of 6.7 
per cent. 








In April 1957 the network totals were off 4 per cent as compared with a 1956 
decline of 4 per cent and a 1955 drop of 2.7 per cent. 





May 1957 showed a gain of 2.5 per cent in network billings, while in 1956 the 
seme month showed a gain of 4 per cent, and in 1955 the gain was 3.5 per 
cent. 





The exclusive copyrighted Business Barometer has been conducted by TELEVISION 
AGE since 1953 through the cooperation of Dun & Bradstreet and a 
selected group of commercial television stations. 





Reports on business activity are mailed by the stations direct to Dun & Brad- 
Street. That firm prepares percentages from these reports and these 
percentages are furnished to the editors of TV AGE. 





Business Barometer analysis is prepared by the editors and their advisors. 
The report for local and spot billings for July will appear in the October 7th 
issue of the magazine. 
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DAYTIME NIGHTTIME 





WSAZ-TV WSAZ-TV 


DELIVERS 1000 HOMES DELIVERS 1000 HOMES 
BETWEEN 9 AND 5 PM | BETWEEN 7:30 AND 10:30 PM 
FOR $1.31 FOR $1.30 


The Second Station's Cost per Thousand Homes is $1.96 MRLICMNSHOIURNYCI CN MSM RIS MT Tam CNTR TIM (TTS YAR 
50% Higher 84% Higher 


The Third Station’s Cost per Thousand Homes is $8.49 BBRLCMITIMNCICU RSE FUK @tTTam LTRS TIM Am SRD) 
584% Higher - 317% Higher 


WSAZ.-TV delivers £@)) | ea balitd® mutes 
total homes thrnmecsumesutss 


Source: June, 1957 ARB 
All figures bosed on 260-time frequency 


= phi vt - 
HUNTINGTON-CHARLESTON, Ww “7 
W.5.0. NETWORE W.B.C. NETWORE 


Affiliated with Radio Stations 





. Huntington 6 WKAZ, Charleston WSAZ. Hunting § WKAz é 
LAWRENCE H. ROGERS, PRESIDENT LAWRENCE H. ROGERS, PRESIDENT 
¢C. TOM GARTEN, Commercial Manager C TOM GARTEN mmercial Manage 

Represented by The Katz Agency Represented by The Katz Ager 
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NBC again proves auto dealers like tv . . page 25 


Tv, radio game draw in Pittsburgh .. . . page 25 


Schwerin studies off-season spots ..... page 27 


Dealers Like Tv 


It was a little more than a year ago 
that a trouble-shooting tv contingent, 
armed to the teeth with charts, con- 
verged on the Motor City. 

The foray of high-echelon promo- 
tion groups from TvB, NBC-TV and 
ABC-TV was flying in the face of a 
defection of automotive money from 
tv and the comments by a Detroit 
agency president before an ad club 
luncheon that perhaps tv was a small- 
ticket medium after all. 

These many months later, NBC is 
still plugging away with promotional 
research, still dissatisfied with tv’s 
slice of the automotive ad apple. This 
despite NBC-TV’s announcement that 
its automotive billings this season will 
approximate $36 million, compared to 
$19 million a year ago (see “Riding 
High, Wide and Handsome,” Tv Ace, 
Sept. 9). 

Says Hugh M. Beville Jr., the net- 
work’s vice president of planning and 
research, “Television’s impact is dis- 
proportionately higher as a source of 
car information, interest and purchases 
than its allocated share of the automo- 
tive industry’s advertising dollar bud- 
get.” 

He bases his conclusion on a new 
NBC-TV study that shows tv getting 
only a little more than a third of the 
car money spent in three major media, 
against a media-preference share of 
from 56 to 60 per cent among dealers 
and customers. 

The media-preference study was con- 
ducted for NBC by Advertest Research 
of New Brunswick, N. J., during March 
this year. There were some 4,500 per- 
sonal interviews—1,000 with dealers, 
1,500 with shoppers in showrooms and 
2,000 with recent car buyers, accord- 


ing to the network. Interviews covered 
136 counties in 39 states and the Dis- 


trict of Columbia, says NBC. 


SURVEY’S MAIN POINTS. Major 
findings, according to Mr. Beville, in- 
cluded: 

With car shoppers, dealers and buy- 
ers, tv is consistently named as the 
most important medium in reaching 
prospects, informing them and interest- 
ing them in coming to dealers’ show- 
rooms, 

And, there seems to be a definite 
relationship between exposure to a 
sponsor’s tv shows and shopping for 
and buying his make. Shopping was 
highest among frequent viewers. 

Asked what kind of advertising for 
such-and-such a make they had recent- 
ly seen or heard (in each case, ques- 
tions involved the car the customer 
was shopping for), close to 70 per 
cent of the shoppers mentioned tv. 
Magazines and newspapers polled 31.9 
per cent and 30.7 per cent, respectively. 

Asked what kind of advertising 
stood out most in their minds, 61 per 
cent mentioned tv, 18.8 per cent men- 
tioned magazine and 11.8 per cent said 
newspaper. 

About 70 per cent of the dealers felt 
tv did the best job of telling people 
about cars. Close to 60 per cent thought 
tv was foremost in getting people to 
the showroom, and 55 per cent thought 
the maker should increase his tv bud- 
get. Close to 65 per cent would take 
tv as an exclusive medium, if only one 
was used, 

As for recent car buyers, close to 
40 per cent said tv was the most im- 
portant in creating interest in the make 
purchased. Seventeen per cent said 
magazines, and 11.4 per cent men- 
tioned newspapers. 








According to NBC, four media were 
mentioned in connection with the ques- 
tions—tv, magazines, newspapers and 
radio. And each question was ap- 
pended with “or any other.” 


KDKA vs. KDKA-TV 
Broadcasting’s intra-industry com- 
petition between radio and tv has been 
brought out of the timebuyer’s cubicle 
into the open air of Forbes Field by 
the sports of KDKA and KDKA-Tv Pitts- 
burgh. 

The radio and tv 
Westinghouse enterprise squared off 


factions of the 


KDKa’s Mike Levine is ready to snare 


outfield flies. 


recently for a long inning before a 
Pittsburgh Pirate game. 

Nothing was gained on the competi- 
tive front. The contest ended in a 1-1 
deadlock. But the promotional yield 
was considerable. And the cellar-dwell- 
ing Bucs shook the gloom long enough 
to follow up with a four-game winning 
streak. 

According to National League rec- 
ords, the broadcast hassle was the first 
of its kind. But the 
through with a solid endorsement. The 


Pirates came 
club loaned all equipment and uni- 
forms, plus pitcher Nellie King as 
umpire. 

In the days before the game, talent 
from KDKA and KDKA-TV filled the air 


(Continued on page 27) 


September 23, 1957, Television Age 











Hitch your wagon to these stars! 


There’s been a big change in Baltimore! Channel 13 (formerly WAAM) now 

is WJZ-TV. And it’s the newest, brightest star in the television skies! 

Big things are happening at WJZ-TV! Exciting new shows, great local personalities, 

the first Baltimore release of hundreds of great MGM and RKO feature films! 

The result! Baltimore’s changing its viewing habits ... tuning to Channel 13 

for exciting, star*studded entertainment! 

Are you with it? Now’s the time to hitch your wagon to these selling stars on : 

WJZ 13 TV. i ; 
For starebright availabilities, call Joe Dougherty, WJZ-TV Sales Manager 

(MOhawk 4-7600, Baltimore), or the man from Blair-TV. 


Now Baltimore can see two of its top broadcasting personalities . . . Jack Wells and 
Buddy Deane have been signed to exclusive contracts with WJZ-TV. — 


In the morning... “BALTIMORE KK 
CLOSE*U P” 


starring Jack Wells 


From 7 to 9:30 A.M., Monday through 
Friday, Jack Wells’ ‘““Close*Up”’ focuses 
on weather, news, time signals, traffic 
In the afternoon reports, music, interviews with local and 

ris visiting celebrities, and cartoons for the 


“THE youngsters. 5 3 bys 
BUDDY DEANE 
BANDSTAND” 


3 to 5 P.M., Monday through Friday, 
the latest and most popular recorded 
music. Teenage dance parties, guest 
stars, dance contests, quiz contests! 








NEVER BEFORE has Baltimore had such an opportunity 
to see Hollywood’s greatest stars in their greatest films! 
Magnificent MGM and RKO releases are attracting audi- 
ences all day long, every day of the week on THE EARLY 
SHOW, THE LATE SHOW, BALTIMORE MOVIE- 
TIME, SATURDAY MOVIE-GO-ROUND, ANDY 
HARDY THEATRE, MGM ALL-STAR THEATRE, 
POPEYE AND HIS PALS. 
























FIRST RATINGS AVAILABLE ! 
Sets-In-Use Doubled! WJZ-TV Ratings Tripled! 
(ARB Telephone Coincidental—Mon., Sept., 1957) 
3:00—5:00 PM 6:00—7:30 PM 
NOW Aug. '57 (M-F Av.) NOW _ Aug. ‘57 (M-F Av.) 

The Buddy Deane The Early Show— 
Bandstand...WJZ-TV 11.1 3.2 W4JZ-TV 14.9 5.2 
Station A 7.1 4.3 Station A 16.0 8.6 
Station B 7.1 5.2 Station B 7.4 4.2 
SETS-IN-USE 25.6 12.8 SETS-IN-USE 39.4 18.4 











YOUR STAR*BRIGHT STATION 


BALTIMORE, MARYLAND 


represented by Blair-TV 


WESTINGHOUSE | Ss: 


CLEVELAND, xyw 
FORT WAYNE, wowo 
CHICAGO, wind 
PORTLAND, Kex 
TELEVISION 
BOSTON, wéZ.-Tv 
‘eh z e BALTIMORE, wiz.Tv 
ta 2S ee 


PITTSBURGH, KOKA-TV 
CLEVELAND, xyw.tv 
SAN FRANCISCO, xPix * 
WIND + 

wiz-TV 
KPIX rep 
All other 
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News 


with threats and insults against the 


(Continued from page 25) 


opposition. Viewers and listeners wrote 
in with offers of help. A pair of local 
advertisers invited uniformed talent 
from both sides onto their shows to 
stimulate the feud. 


PUBLICITY GALORE. Pittsburgh 
newspapers printed line-ups and pic- 
tures of the players shot at the ball 
park in advance of the game. One 
paper ran a team picture on page one 
the day of the game. Another gave the 
one-inning hassle a play-by-play write- 
up the next day. 

On the night before the scheduled 
battle of broadcast titans, the Pirates 





Carl Ide, who sells Serta mattresses on 
KDKA-TV, takes exception to Dick 
Bingham’s brush back pitch. 


pulled a slight 4,000 followers into the 
park. Despite threatening weather, the 
broadcast feud packed 10,000 in by 
7:30 p.m., the time set for the KDKA 
tv vs. radio contest (preceeding a 
Pirate-Giant game). 

The game itself had the fans, the 
Giants and the Pirates convulsed. It, 
in fact, had Pirate general manager 
Joe Brown laughing. And kKpKa’s alert 
cameramen caught him in the act. 

The half-hour was more show biz 
than baseball, naturally. Outfielders 
roamed in electric golf carts with 
bushel baskets at the ready (no ball 
was hit that far). Batsmen clobbered 
pitchers with seltzer bottles (liquid 
end). Pitchers retaliated with painted 
peaches and tomatoes. Runners caught 
stealing were shot. And a runner had 
to be Crazy Legs Hirsch to get through 
the opposition blocking home plate. 





Pirates were in great spirits watching 
the radio-tv battle. Circle indicates 
Pirate general manager Joe Brown 


laughing at the horseplay. 


The next day KDKA’s radio and tv 
promotion men were patiently waiting 
for the smell of liniment to clear the 
studios so they could get going with 
plans for the second inning next year. 


Seasonal Setting 

An advertiser might get the idea 
that a winter setting flashed to 
viewers in the sizzling summer could 
make for a fresh, cooling and effec- 
tive commercial. 

This is not necessarily so, says the 
Schwerin Research Corp. Schwerin 
probers went afield recently to return 
with the finding that “showing com- 
mercials ‘out of season’ can diminish 
their effectiveness.” 

Says Schwerin, “For perfectly ob- 
vious reasons the suntan-lotion ad- 
vertisers close up when winter comes, 
and the man who sells cough syrup 
prepares to launch his cold war 
against tussis irritatus. 

“But the advertiser with a general- 
use product who gives his commercial 
a seasonal setting faces equally vex- 
ing, and more subtle, problems 

The researcher cites an example: 
“The advertiser produced two com- 
mercials with strong seasonal tie-ins. 
One featured a beach scene in which 
young couples cavorted by the sea- 
shore in the brilliant sunshine of a 
long, hot summer day. The second 
had a snowy winter setting, with the 
same young people, now booted, 
mittened and parka-ed, disporting on 
sleds. 

“Schwerin Research Corp. tested 
both commercials twice—once before 
the appropriate season and once 
following it. When shown after the 


season depicted in the commercial, 
both suffered a substantial fall-off 
in effectiveness. 

“We have designated these re- 
sponses as basically those of antic- 
ipation and regret, and feel we have 
merely brought statistical verification 
to bear on what poets have been de- 
claiming for centuries.” 

The study, says Schwerin, points 
up something elemental in man’s 
nature. “Our response to the future 
is characterized by hope, promise 
and a certain amount of impatience. 
Tomorrow is another day; the new 
year begins in a rush of rash and 
over-optimistic resolutions. Does win- 
ter hang around our necks like an 
icy albatross? We long for the un- 
compromising heat of June. And so 
cn, perennially.” 

Thus commercials with seasonal 
settings that are shown off-season are 
most effective when they precede, not 
when they follow, the season por- 
trayed, concludes Schwerin. 


Tv in 56 


The Federal Communications Com- 
mission figure for total tv broadcast 
revenues in 1956 is $896.9 million. 

Included in the total are income 
from time sales, production, talent, 
etc. The reason for the disparity 
between the FCC figure and other 
industry estimates, notably McCann- 
Erickson’s $1.2 billion, is that the 
former is estimated after agency and 
representative fees. 

The FCC total was 20.4 per cent 
above the 1955 figure, and the in- 
lustry’s broadcast profits, before Fed- 
eral income tax, amounted to $189.6 
million. This was a 26.2-per-cent rise 
over 1955. 

Networks reported an increase in 
total business of about 18 per cent, 
including revenues from 15 owned 
stations. Total network revenues 
were reported at $442.3 million, about 
49 per cent of the total. 

Total revenues of 95 pre-freeze vhf 
stations (see “Washington Memo,” 
page 67) were $260.7 million, an 
increase of 13.3 per cent higher than 
a year ago. This represents 21.6 per 
cent of industry revenues. Profits for 
the group, $89.7 million, were up 
about 10 per cent over a year ago 

Total for the 364 post-freeze stations 

(Continued on page 58) 
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A GIANT CAT WALK 
FOR CHICAGO'S LOOP? 
























































: A giant cat walk || opie : 
, between the Wrigley |] * 1 PER 
Building and the we = acemenanece _ 
, Prudential Building — 
, Mf would be mighty 
convenient for Chicago 
E ' | agency folks... 
J ats especially to the Top Of 
: 2 The Rock at 4:00 P.M. 
He ae We’ve measured the gap and 
Ej f ee our giant tower (over 
Th al Vs mile) will fit . . . with 
3 LE ¥ a little left over! ng — 
A iz Suggestion: Try measuring ities . SE AES FES 
: ot the giant SALESpower PORE 2 Re SE 
| : 4; of our 1572’ tower | 1H STARS 0s SOS ie 
J a aes F= in Oklahoma. — . ence -_ me 
Wrigley Building, Offices of—Arthur Wn aaa 5 
Meyerhoff & Company, J. Walter Ah 


Thompson Company. 


Prudential Building, Offices of—leo Burnett Company, 
Inc., Calkins & Holden, Inc., D'Arcy Advertising Company, 
Needham, Lovis and Brorby, Inc. 


OKLAHOMA 
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Football for ’S7 


Armchair quarterbacks will see 


fine schedule of games. thanks to sponsors’ 


ootball will be booming into the nation’s tv 

homes this fall carrying the sales messages of 
more than two dozen advertisers. The over-all bill 
for this fall and winter tv activity will total $18.3 
million. 

The main video packages are the pro games 
over CBS-TV and the college tilts over NBC-TV. 
Each network boasts a long list of customers who 
will pay for the grid action—insuring stout finan- 
cial successes in both cases. However, there is 
evidence that, compared with last year, the “sell” 
was harder to make. 

In the case of CBS-TV, such tv team line-ups 


as New York and Philadelphia had one-third each 


sports enthusiasm 


unsold. These portions were finally turned over 
to the stations for local co-op sale. At NBC-TV, 
which is telecasting the NCAA games, an executive 
stated that the national tv contests were all sold 
out, but that the regional games “were a little 
harder to sell” than they were last year. 

This situation is probably due to the intense 
competition networks are experiencing for all 
their programming fare. Certainly, the value of 
football-—and, for that matter, of all sports fare 
on tv—has been proven to networks, sponsors and 
audiences a long time ago. 

CBS-TV is presenting 64 games of the National 
Professional Football League on 175 stations, 


29 
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beginning Sept. 8 and ending Dec. 22. 


This package covers 11 of the 12 
pro teams. The one independent in 
the crowd is the Cleveland Browns, 
who have forged separate telecasting 
arrangements through Sports Net- 
work, Inc., New York. 

NBC-TV will feature the games of 
the National Collegiate Athletic As- 
sociation. A total of 23 national and 
regional contests will be seen on about 
175 tv outlets, beginning Sept. 21 and 
ending Dec. 7. | 

The entire CBS-TV pro package 
will cost advertisers almost $4.7 million 
for the regular-season games (see 
chart, page 33). In addition, the 
Cleveland Browns’ separate network 
will come to about $350,000 in spon- 
sor outlays. A network executive 
estimated that about $500,000 would 
be paid by advertisers for the few pro 
telecasts of the pre-season games. Col- 
lege sponsors will pay about $3.8 mil- 
lion for the complete NBC-TV_ pack- 
age. Add to this about $9 million to 
be spent for announcements and ad- 
jacencies surrounding the games, as 
well as for pre-game and post-game 
shows. 

One of the most significant things 
about the sponsor line-up is that al- 
most every advertiser is returning to 
pick up the tab for at least the second 
time. For the CBS-TV package, the 10 
firms which will once again back the 
pro-grid telecasts shared each other’s 
company in 1956. Heading the list of 
returning sponsors is Marlboro cigar- 
ettes, which for the second straight 











year will be the largest single sponsor. 
This Philip Morris, Inc., brand has a 
chunk of every team in the CBS-TV 
package. In a very real sense, Marl- 
boro is saturating—and paying the 
biggest part of—the pro tv games. 

It’s interesting to note the market- 
ing revolution Marlboro has under- 
gone—from a premium cigarette that 
originally appealed to female puffers 
to a brand that is interested chiefly in 
the male smoker. 

Marlboro is the only tobacco prod- 
in the CBS-TV line-up. Beer companies 
which are back again are P. Ballan- 
tine & Sons, Inc., Falstaff Brewing Co., 
Pabst Brewing Co., National Brewing 
Co., Goebel Brewing Co. and Duquesne 
Brewing Co. of Pittsburgh. 

Oil and gas sponsors include Stand- 
ard Oil of Indiana, Speedway Petro- 
leum Co. and American Oil Co. 

There is one oil company that is 
conspicuous by its absence from the 
package. Atlantic Refining Co., prob- 
ably the oldest buyer of sports on 
television, did not renew its last year’s 
share of the pro sponsorship. Accord- 
ing to the company’s agency, N.W. 
Ayer & Son, Inc., Atlantic did a sports 
survey and now believes that it can 
spend its tv money better by using 
weathercasts, in addition to its cus- 
tomary baseball sponsorship. Another 
factor that was considered was the 
price. 


Last year Atlantic had 50 per cent 
of the New York Giants, Philadelphia 
Eagles and the Pittsburgh Steelers. In 
the latter line-up, Marlboro has taken 


Atlantic’s place as the second sponsor. 
But the oil company’s spot in the 
Eagles’ and Giants’ games went un- 
sold. 

In the Pacific Coast network ar- 
ranged for the Los Angeles Rams and 
the San Francisco 49ers, a third spon- 
sor also was unsuccessfully sought to 
take the place of Burgermeister beer 
(San Francisco Brewing Co.). This 
brewery, which in 1956 co-sponsored 
nine games in Los Angeles and San 
Diego, was pushed out of the football 
picture by virtue of Falstaff Brewing 
Co.’s expansion this past year into 
these areas. As in 1956, Falstaff once 
again has a major chunk of the Pacific 
Coast line-up of 21 stations. 


Brown Network 


For the separate coverage of the 
Cleveland Browns, one beer company 
and one oil firm will be the chief spon- 
sors on an extensive network of sta- 
tions that will extend from the mid- 
west up to but not including the far 
west. There also will be some pickup 
in the east, extending all the way to 
New England. Carling Brewing Co. 
and Standard Oil of Ohio will be the 
chief sponsors. But in addition there 
will be numerous other sponsors on a 
split network basis. For example, al- 
though Carling is a main advertiser in 
the package, one Ohio city will be 
turned over for sponsorship to the 
George Wiedemann Brewing Co. 

To comply with the wishes of the 
National Professional Football League, 
commercials this year are being cut 
down from one minute to 50 seconds 








in length. 


a different 


Moreover, concept in 
football sponsorship is being tried 
this year for the first time by CBS-TV. 
In the past, games have been sold 
either by the halves or quarters. How- 
because of the of the 
game, there are fewer time-outs in 
the first and third Thus, 
there are fewer openings for commer- 


ever, nature 


quarters. 


cials during these periods. 

CBS-TV has developed a new ap- 
proach whereby it sells one-third of 
the game. Instead of offering a defi- 
nite time period, each sponsor is al- 
lowed five commercials, so that the 
first advertiser's spots may run into 
the second quarter, and so on. In the 
event that the game runs out before 
the final 


these products take up rotation as the 


sponsor gets his licks in, 


first commercials in the succeeding 
game, until the requirement of five 
announcements is met. 

This plan will be tried as much as 
possible in the pro regional networks 
where CBS-TV has the rights. Teams 
whose rights are owned by the ad- 
vertisers and will thus be unaffected 
by this plan are the Washington Red- 
skins, Pittsburgh Steelers and the 
Baltimore Colts. 

Ballantine beer sponsored football 
last year for the first time when it 
co-sponsored the Giants’ games. Ap- 
parently satisfield with results, the 
brewery will again pick up part of 
the Giants’ tab, as well as a bill for 
part sponsorship of the Philadelphia 
Eagles. As long-time backers of New 
York Yankee baseball, Ballantine lays 
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claim to being the “sponsor of cham- 
pions” by virtue of the New York 
football Giants NPFL championship 
last year. The brewer has sponsored 
Yankee baseball for 11 consecutive 
years. 

An interesting sidelight to the Bal- 
lantine sponsorship is that the tele- 
casts of the Giants’ games reach into 
New England. Last year Ballantine had 
to present institutional messages in 
Providence, a city which bans beer 
ads on Sunday. This year, however, 
the beer firm was able to skirt Provi- 
dence in its line-up. 

The NCAA college games on NBC- 
TV are all sold out for the national 
contests and partially filled up for the 
regional tilts. National telecasts are 
scheduled for nine dates, involving a 
total of 11 games. There will be one 
national tv contest on eight Satur- 
days. In addition, on Thanksgiving 
Day the national sponsors will present 
three games in different parts of the 
country on a split network. 

Sponsors of the national tilts, one 
quarter each, are Bristol-Myers Co., 
the Sunbeam Corp., Zenith Radio 
Corp. and Libbey-Owens-Ford Glass 
Co. The first three backed the NBC- 
TV national package last year, with 
Libbey-Owens-Ford replacing U.S. 
Rubber as the fourth sponsor this 
year. This represents not only the first 
use of sports by the glass company, 
but also its first major use of tele- 
vision. Commercials will stress safety 
plate glass for cars and will demon- 
strate these features as utilized by 
General Motors autos. 


In addition to the national games, 
NBC-TV will present 12 regional con- 
tests. There will be four games played 
by each of three NCAA regions—Big 
Ten, Eastern and Pacific Coast con- 
ferences. Dates are Oct. 12, Oct. 26, 
Nov. 9 and Nov. 23. 

American Machine & Foundry and 
the Sunbeam Corp. will each sponsor 
a quarter in all three regions. In ad- 
dition, Marlboro for the first time will 
be spreading its football activity into 
the college games by taking a third 
quarter in the Big Ten region. As it 
stands, the regional games are less 
sold than they were last year when 
each of the three 
three-quarters sold out, with only the 


conferences was 


fourth quarter held open for local 
sale. 


Post-Game Show 


NBC-TV also will present a post- 
game show sponsored by the Kemper 
Insurance Co. The 15-minute show, 
which will be called the Kemper Foot- 
ball Scoreboard, will be seen follow- 
ing the eight national games on Satur- 
day. Last year there was also a pre- 
game program that apparently won't 
see the light of day this season. 

Four college games this fall have 
been put on NBC-TV’s growing color 
schedule. Contests that will get the 
treatment include the Army- 
Navy game on Nov. 30, which will be 
seen nationally. There will be one 
other national colorcast on Nov. 16 


color 


between Notre Dame and Oklahoma. 
In addition, two Big Ten regional tilts 





on Oct. 19 and Nov. 2 also will be 
telecast in color. 

Tom Gallery, director of sports for 
NBC, noted that: 

“Color television adds another di- 
mension to all sports. But in football. 
color is of special value in providing 
sure identification of the teams, since 
it is frequently difficult for black-and- 
white 
players. In 


unscramble _ the 
addition, 
bring home viewers a living picture 


viewers to 


color tv will 


of the cheering sections, the half-time 
shows and other attractions that make 
college football such a_ great 
spectacle.” 


NBC-TV_ will 


color mobile unit to cover the four 


have a five-camera 


games. The network claims this unit 
to be the largest of its kind. After 
skipping a year, NBC-TV also an- 
nounced that it is colorcasting all 
World Series games played in the 
American League park. 

This is the sixth time NBC-TV is 
NCAA schedule. It 
previously carried the games in 1951, 
1952, 1953, 1955 and 1956. For CBS- 
TV, this is the second straight year 


telecasting the 


it is carrying the pro clashes. 

In the case of the NBC-TV package, 
the advertiser cost this year will be 
about the same as in 1956, according 
to a network executive. For CBS-TV. 
however, the package cost for each 
pro team’s line-up is considerably 
higher. The chief reasons for this are 
increased production and time rates. 

The following is a comparison of 
the approximate tv package costs for 


(Continued on page 73) 











Pro football 


Western Conference 


LOS ANGELES RAMS 
Tv Rights: $280,000 
Package Cost: $730,000 
Falstaff Brewing Co. 
Marlboro 
Pacific Coast Network 
21 stations 


CHICAGO BEARS 
Tv Rights: $315,000 
Package Cost: $1.4 million 
Falstaff Brewing Co. 
Marlboro 
Standard Oil of Indiana 


Chicago Network 
78 stations 


GREEN BAY PACKERS 
Tv Rights: $100,000 
Package Cost: $330,000 
Marlboro 
Pabst Brewing Co. 
Standard Oil of Indiana 
Green Bay Network 
12 stations 


BALTIMORE COLTS 
Tv Rights: $82,000 
Package Cost: $100,000 
Marlboro 
National Brewing Co. 
Baltimore Network 
3 stations 


SAN FRANCISCO 49ers 
Tv Rights: $280,000 
Package Cost: $730,000 
Falstaff Brewing Co. 
Marlboro 
Pacific Coast Network 
21 stations 


DETROIT LIONS 
Tv Rights: $100,000 
Package Cost: $365,000 
Goebel Brewing Co. 
Marlboro 
Speedway Petroleum Co. 
Detroit Network 
9 stations 


above named sponsors, many other firms—chiefly 
split network basis. 


lineup 





Eastern Conference 


NEW YORK GIANTS 
Tv Rights: $200,000 
Package Cost: $700,000 
Ballantine beer & ale 


Marlboro 


New York Network 


17 stations 


WASHINGTON REDSKINS 
Tv Rights: $150,000 
Package Cost: $600,000 


Amoco 


Marlboro 


Washington Network 


27 stations 


CHICAGO CARDINALS 
Tv Rights: $315,000 
Package Cost: $1.4 million 
Falstaff Brewing Co. 


Marlboro 


Standard Oil of Indiana 


Chicago Network 


78 stations 


PHILADELPHIA EAGLES 
Tv Rights: $117,000 
Package Cost: $245,000 
Ballantine beer & ale 


Marlboro 


Philadelphia Network 


3 stations 


PITTSBURGH STEELERS 
Tv Rights: $117,000 
Package Cost: $225,000 


Duquesne beer 


Marlboro 


Pittsburgh Network 


5 stations 


CLEVELAND BROWNS 
Tv Rights: $100,000 
Package Cost: $350,000 
Carling’s beer & ale 
Standard Oil of Ohio 
Midwest & West' Network 


. The Cleveland Browns is the only team whose tv coverage will not be arranged by CBS-TV. 
In this case, the video is being handled for the second straight year by 
Inc., New York. Coverage of 12 seasonal games will center around Ohio’s midwest and 
will extend to the far west up to but not including the Pacific Coast. In addition to the 

oil companies—have been signed on a 


Sports Network, 


VEH YORA 


wrwo Bangor 

wner-tv Binghamton 
wnac-tv Boston 
wer-tv Buffalo 
weax-tv Burlington 
weny-tv Carthage 
(Watertown) 

wsee Erie 

wuct Hartford 

warw Mt. Washington 
weas-tvy New York 
wean-tv Portland 
wreno-tv Providence 
WVET-TV-wHEc-tv Rochester 
woau-Tv Scranton (when 
weavu-tv Philadelphia is 
blacked out) 

wuyn-tv Springfield 
(Holyoke) 

WHEN-TV Syracuse 
weva Albany 


"HILADELP 


weaL-tv Lancaster 
weau-tv Philadelphia 
west-tv Scranton 


BALTIMORI 


wMak-tv Baltimore 
wue-tv Harrisburg 
wroc-tv Salisbury 


} {SHINGTO 


waimM-tv Anderson 
waca-tv Atlanta 
wrow-Ttv Augusta 
wesc-tv Charleston, S.C 
weus-tv Charleston, W.Va. 
wetv Charlotte 
wnok-tv Columbia 
wret-tv Columbus 
wrvy Dothan 
wris-tv Fayetteville 
watw Florence 
wray-tv Greensboro 
wncr Greenville, N.C. 
woar-tv Jacksonrvill- 
wsHt-tv Johnson City 
wair-TV Knoxville 
WMazZ-TV Macon 

wtvs Miami 

wrar-tv Norfolk 
wos0-tv Orlando 
wwnao-tv Raleigh 
wrva-tv Richmond 
woss-tv Roanoke 
wroc-tv Savannah 
wspa-Tv Spartanburg 
wrvt Tampa 

wror-tv Washington 


PITTSBUR 


wrec-tv Altoona 
warp-tv Johnstown 
Kpka-tv Pittsburgh 
wstv-tv Steubenville 
Wken-tv Youngstown 


DETROIT] 


wwrv Cadillac 
wse8k-tv Detroit 
wkzo-tv Kalamazoo 
wyim-tv Lansing 
WKNX-TtTV Saginaw 
wspo-tv Toledo 
wkac-tv Cincinnati 
wens-tv Columbus 
wuo-tv Dayton 


CHICAGO 


KceM-tv Albuquerque 
KFpa-tv Amarillo 
KTsc-TV Austin 
wars-tv Baton Rouge 
KFpM-TvV Beaumont 
Ksst-tv Big Spring 
werc-tv Birmingham 
KBOI-TV Boise 

krvs-tv Cape Girardeau 
wat-tv Cedar Rapids 
wera Champaign 
woer-tv Chattanooga 
Krec-tv Cheyenne 
waem-tv Chicago 
xktv Colorado Springs 
west-tv Columbus 
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Stations Comprising Regional Networks 


xsix-tv Corpus Christi 
xato-ty Dallas 
west-tv Decatur 
xiz-tv Denver 
Kant-tv¥ Des Moines 
Krop-tv El Paso 
Krsa-t¥ Fort Smith 
wane-tv Fort Wayne 
KouL-tv Galveston 
(Houston) 

xest-tv Harlingen 
went Henderson, Ky. 
(Evansville) 

xtva Hutchinson 
(Wichita) 

kip-tv Idaho Falls 
wish-tV Indianapolis 
witv Jackson, Miss 
woxt-t¥ Jackson, Tenn 
Karoc-t¥ Jefferson City 
xswa-tv Joplin 
xcmo-tv Kansas City 
KHOL-TVY Kearney 
kiry-tv Lafayette, La 
wram-tv Lafayette, Ind. 
xTac-t¥ Lake Charles 
KOLN-TV Lincoln 

xTay Little Rock 
wHas-tv Louisville 
xous-tv Lubbock 
xcLo-TvY Mason City 
wrec-T¥ Memphis 
wroxk-tv Meridian 
wkac-tv Mobile 
KNOoE-TY Monroe 
woov-tv Montgomery 
wrac-tv Nashville 
wwt-tv New Orleans 
Kosa-T¥Y Odessa 

xwrv Oklahoma City 
wow-tv Omaha 

KTve Ottumwa 

wtvi Peoria 

xoo.-tTv Phoenix 
KHQA-TY Quincy 
wrex-tv Rockford 
wuer-tv Rock Island 
xsi-tv Salt Lake City 
KTxi-tv San Angelo 
KENS-tVY San Antonio 
KSLA-TV Shreveport 
Kytv Sioux City 
wset-tv South Bend 
KT1s-tv Springfield, Mo. 
Kreg-tv St. Joseph 
Kwk-tv St. Louis 
KPAR-TVY Sweetwater 
wrui-tv Terre Haute 
kemc-tv Texarkana 
wisw-tv Topeka 
KoLD-TY Tucson 

xotv Tulsa 

Kux-tv Twin Falls 
Kkwrx-tv Waco 
ksyp-tv¥ Wichita Falls 


keMe-tvY Bismarck 
Korx-tTv Dickinson 
KpaL-tTV Duluth 
weay-tv Green Bay 
wkst La Crosse 
wisc-tv Madison 
woMy-TV Marquette 
wxtx Milwaukee 
weco-tv Minneapolis 
KcjB-TY Minot 
Kxys-tv Valley City 


wsau-tv Wausau 


Kaak-tV Bakersfield 
Kvos-tv Bellingham 
KHSL-TV Chico 

KieM-tV Eureka 

KFRE-TV Fresno 

KLAS-TV Las Vegas 

KNxt Los Angeles 
Kees-tv Medford 

Kcvo-TV Missoula 

Kkorn-tv Portland 

KOoLo-tv Reno 

KBET-TV Sacramento 
Kspw-tv Salinas-Monterey 
xrme-tv San Diego 

xrerx San Francisco 
Kvec-tv San Luis Obispo 
ker? Santa Barbara 
KxLy-tv Spokane 
KTNT-TY Tacoma (Seattle) 
xima-Tv Yakima 

xkiva Yuma 
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Sales soar 
for Geyer clients 


Agency’s creative approach 
builds small budgets 


into successful campaigns 





Wirt M. Mitchell, v. p. and 


creative director 





LeRoy A. Emmerich, radio-tv 


production manager 





Ray Mauer, v. p. and 
assistant creative direc- 
tor 











James W. Harkey, film su- 
pervisor 


Gr Advertising, Inc., thinks its 
creative approach to making tv 
commercials is the best—and unusual. 

There is text for the conviction. For 
one thing, almost every tv client has 
had remarkable sales success. And in 
almost every case, the initial budget 
was modest. 

For another thing, the agency’s bill- 
ings have reportedly doubled in the 
last 10 years. In 1946, by the best 
estimates, the agency billed $10 mil- 
lion. Last year billings were reported 
in the trade press at $20.5 million 
(broadcast is reportedly $8 million, 
with $6 million going to tv). 

This would indicate a growth slower 
than some, but surer than most. 

Client loyalties have been unusually 
strong. Although the agency is lo- 
cated right on Madison Avenue, where 
the juicily baited client hook is always 
dangling, the only notable departure 
at Geyer recently has been the Cal- 
vert account. That was a year ago. 
And for all the ad world knows, Lord 
Calvert is now taking his libation in 
limbo. At least the new persuaders 
have not topped Geyer’s Man of Dis- 
tinction campaign. 

The Man of Distinction is one of 
the many distinguished campaigns to 
come out of this shop. There was the 
renowned World War II ad, When I 
Come Back; the Love Letters to 
Rambler; The Man Who Bought a 
Dinosaur, and the Rambler outdoor 
campaign. which was top-honored year 
after year in the Outdoor Advertising 
Association annual competition. 

This vanguard of creative campaign- 
ing has its origins in the ad men of 
distinction on the Geyer roster. Sam 
Ballard, Mac Mitchell, Ray Mauer, Ed 
Zern are names familiar to pros the 
nation over. 

And Pat Geyer is a name prominent 
over almost half a century of adver- 
tising. The solid base to the agency’s 
creative bent is evident in its founder’s 
spadework in the areas of research 
and merchandising for clients. 

In specifics, Pat Geyer was a pio- 
neer in introducing the nation to 
mechanical refrigeration, using time- 
pay, trade-ins and other marketing 
innovations to reach into all markets. 
Farm electrification is another national 
development in which Pat Geyer and 
the agency played an instrumental role 























































Sam Ballard, Geyer president, sets the agency's creative pace. 


through campaigns with their related 
research and merchandising. 

Generally, Pat has a reputation as 
a man with an uncanny ability for 
spotting future developments, of being 
able to translate them into terms of 
national market potentials. With Mr. 
Geyer now, as in the days when print 
dominated, there is a restiveness that 
calls for progress in the sight and 
sound medium. 

This is reflected as Geyer executives 
talk about television in general. Ray 
J. Mauer, vice president and assistant 
creative director in charge of tele- 
vision and radio, says, “Commercials 
are much better than they used to be, 
of course. However, the industry 
hasn’t reached a peak of perfection. 
We’ve come a long way, but there are 
whole worlds still to be explored—new 
techniques, new means of communicat- 
ing with viewers, new ways of apply- 


ing the psychology of selling.” 

The growth of television has been 
different in each agency, as Mac Mitch- 
ell, Geyer’s vice president and crea- 
tive director, points out. 

In the beginning, when costs were 
high and budgets slim, some agencies 
sought the cheapest way of handling 
tv commercials. This often led to 
“the dirty work” 


junior commercial writers. 


turning over to 

In other agencies, and Geyer was 
one of them, the lowly radio commer- 
cial had already commanded too much 
respect to be handled by underpaid, 
overworked “cubs.” The best creative 
minds of the agency were available 
for broadcast advertising and were 
eager to take on the more glamorous 
job of making television a commercial 
success for its clients. 

As television began to pay its keep, 
talent was recruited from many fields 





outside the agency business—net- 


works, motion pictures, commercial 
photography, the theatre. And a new 
postwar generation of “cubs” began 
to mature. 

“At Geyer there is a pool of crea- 
tive television talent drawn from all 


fields. 


freshness of approach which is exem- 


these This has resulted in a 
plified in tv advertising for all the 
clients.” Mr. Mitchell de- 


clares. In speaking of this, he says, 


agency's 


“There is no mystery about the Geyer 
way of working in tv. As a matter of 
fact, the agency has done much to 
eliminate the mystical attitude toward 
creation of commercials. 

“Geyer starts with simple recogni- 
tion of the fact that 
talents must be brought together in 


many creative 


order to build the best possible com- 
Mitchell 


“The day when a copywriter and art 


mercials,” Mr. continues. 
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director huddled together until they 
had the answer is no more. Once the 
advertising problem is clearly under- 
stood, ideas for commercials begin 
coming from all quarters: copy, art, 
production, account management and 
—not infrequently—from _ creative- 
minded clients. 

“The trick is to refine these ideas, 
nourish them to the point where their 
relative merits can be evaluated, then 
pick the most promising ones for 
thorough development.” 

And why, asks Ray Mauer, should 
the idea for a tv commercial neces- 
sarily start with the copywriter only, 
excluding other creative talent? 

“The usual big-agency approach is 
too often an assembly-line production. 
An assignment is handed down to the 
copywriter. He goes to work on a 
script. The script goes to an artist who 
makes a blueprint interpreting visually 
the script—and creatively confined by 
it. Then the producer ( a creative man, 
too) gets the storyboard and has to 
translate it into motion, sequence, 
sound, so that it plays as a living 
entity. Again, the film is bound to the 
script. All these talents thus make 
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Tic. Tac, Dough will have Geyer client participations. 


isolated contributions to the commer- 
cial. 

“Not so at Geyer. The idea as often 
as not doesn’t originate with the copy- 
writer. The agency’s approach is a kind 
of ‘collateral creativeness—a term no 
one will claim but it does make its 
point.” 

Says Mr. Mauer, “It’s no secret that 
three heads are better than one”—with 
no concession to brainstorming, which, 
he thinks, is cause for a lot of off-the- 
top-of-the-head thinking, while real 
creative work very often comes from 
a lot of deeper thought by many in- 
dividuals over a long period of time. 

At Geyer the writers, artists and 
producers work simultaneously on 
every job in a unified creative effort, 
from the moment an assignment is 
made until the commercial is com- 
pleted. They are in complete concert 
at each stage. “If any significant 
changes are indicated, the whole crea- 
tive power of our television depart- 
ment is brought to bear on it,” Mr. 
Mauer adds. 

When the commercial is in the 
shooting stage, the copy man is there 
in case changes in the written word 









































Love of Life stars for Geyer products. 


are necessary. Conversely, before the 
script is written, the producer is there 
to see that the basic ideas will fit into 
the technical requirements. 

“At Geyer, our television producers 
are good ad men as well as technicians, 
a most important point. They are com- 
pletely able to produce good ad ideas 
and often do. The writer encourages 
that because he knows such help makes 
his work more effective. The same is 
true of the art director. And the writer 
is very much present at the production 
planning sessions.” 

Thus the copy, art and staging are 
welded into one unit, says Mr. Mauer. 
“We think Geyer is one of the few 
agencies to bring this into being. We 
feel that our procedure is at least 











three times as effective in creating a 
successful commercial for our clients 
as is the compartmented formula.” 
All this is an operational philosophy 
for television, far from a_ static 





“formula.” Actually, Geyer is one 
agency without a “formula,” believing 
that “formula” advertising breeds a 
sameness that soon slips into a pattern 
of tedium. 

“While some research organizations 
and a number of agencies try to force 
tv into a strait jacket, Geyer is anxious 
to give it its head and reap the at- 
tention-getting value from new tech- 
niques,” Mr. Mitchell says. 
| This may even extend to humor. 
Geyer does not hesitate to use humor 
on tv commercials. Some agencies have 
a rule against it. But it has been 
Geyer’s experience that humor is a 
good salesman if it is used to sell. In 
short, the agency believes that the best 
commercial is entertainment that sells, 
and vice versa. 








——EE 


How does all this prove out at 
Geyer? The agency can point to an 
unusual history of television successes. 
Practically all tv-advertised products 
have had substantial sales increases. 

One of the best examples of the 
Geyer group effort are the Rambler 
car commercials for American Motors 
Corp. These efforts come off as some- 





thing beyond run-of-the-mine anima- 
tion-whimsy. 

To control cost, Geyer uses limited 
animation in the Rambler series. But 
at the same time, they contract the 
best artists and designers in the film 
business for the execution. With the 
proper backing from copy and sound, 
this gives a finished product actually 
more effective than full animation. 

Besides its long-term association 
with Disneyland on ABC-TV (termi- 
nated for the coming season), the 
Rambler has been featured on a few 
network one-shots and through spots 
supplied in dealer packages. Future 
tv plans are in the works now. 

Sales results have been gratifying, 
the agency feels. According to Auto- 
motive News, the first half of this year 
saw an increase to 43,940 sales over 
36,380 in the first six months of ‘56. 
American Motors subsequently an- 
nounced a new fiscal-year record for 
Rambler, with sales of 76,827 cars, a 
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CBS-TV’s Have Gun will have Geyer 


client. 








... about 
those foreign 


commercials 


By ELMER APPLEBLOSSOM 


A fantasy, based on little or no research, 
into how European sponsors get their money’s worth 


The author of this article is a well- 
known copy writer for one of the big- 
ger Madison avenue agencies, who pre- 
fers, for the sake of his agency's inter- 
national relations, to have his identity 
kept secret. It is sufficient to say that 
he is not only at home in each of the 
countries to which he refers but is an 
expert in their commercial television 
approach as well. lt must be pointed 
out, however, that any similarity be- 
tween the commercials described here 
and the advertisements currently be- 
ing seen by Germans, French and 
Italians is strictly accidental. 


E verybody knows that television is 
universally attractive, even spon- 
taneously loved by all nations on earth. 
At latest count, 45 foreign nations were 
watching on 261 stations, with as many 
more stations planned for the near 
future. But it is not so well-known that 
all of these foreigners love television 
after their own fashion. That is, they 
love it in terms of their own national 
characteristics and folkways. That is, 
they watch it behind a domestic curtain 
—whether of iron, bamboo, rubber, 
plastic, or strontium-90. This was al- 
ways suspected by eggheads, but now 
convincing proof is at hand for the 
rest of us, too. 

No matter what learned sock be on 
his screen, a Briton remains a Briton 
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and ‘¥iews it all calmly with a bowl of 
tepid beer at his elbow. A Frenchman, 
retaining Gallic traditions, views with 
Marianne even closer; and there is 
certainly nothing tepid about her. 
Many a German fan, serenely viewing 
a foreign scene, has lebensraum still 
roaming inside his bean. Red Ivan 
does not get to see much television 
yet, but probably enough to perceive 
that, despite all recent changes and 
promises, the white peace dove flitting 
about on his screen still has wings that 
look remarkably like his father Stalin’s 
bloody mustache. 

Thus all children of earth gaze at 
the screen with polyglot affection, and 
they may lose considerable saliva 
thereby; but they never forget the 
other things they love, nor the order 
in which they have always loved them. 
In every clime native tastes and culture 
come first. 

These facts naturally have an im- 
portant bearing on the effectiveness of 
commercials made for use abroad. In 
France, for example, all television is 
government-owned, and commercials 
are not accepted. But friendly stations 
in Monaco, Luxembourg, or the Saar 
are ready to oblige with commercials 
in the French manner. Again, the 
superficial observer of German tele- 
vision is likely to conclude that prod- 
ucts are sold there by a series of 
classified gargling noises. This is true 


in part only. German stations may be 
restricted to a throaty official “read- 
ing the classified,” but neighbors are 
ready to satisfy Teutonic hunger for 
elaborate dramatized messages. 

In all countries, the message that 
sells is the message that tells the viewer 
what he has always heard and seen. 
That’s what makes it authentic, in his 
eyes. A successful sales story simply 
must be based on thorough under- 
standing of native traits and aspira- 
tions. First things must be placed first, 
of course. But the point to remember 
is that the same things are not always 
placed first in all lands. 

When facts leap over language bar- 
riers, they are likely to get trapped 
and mangled on the other side. Luckily, 
the facts and changes in a group of 
leaping foreign commercials have been 
recently corralled for us, by the 
Irrenanstalt Research Council. We can 
learn from them how to handle such 
probiems in the future. These commer- 
cials are of special value because they 
have successfully sold the same prod- 
ucts—electronic warning devices— 
in three different countries—Germany, 
France and Italy. Now we can definitely 
see for the first time which sales 
points must be mangled first in each 
of these lands, which second, and so 
on. 

This authoritative study had its 
origin in Germany, where a noted 
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appliance firm, called Electrischedick- 
unddunngesellschaft for short, profit- 
ably sold so many warning devices on 
television that it was decided to market 
the product throughout all Europe. 
Deep motivational research had been 
used to establish the best order in 
which to put sales points for German 
consumption. The same procedure was 
used later in France and Italy. All 
scripts were then freely translated with 
basic native motives in mind. The three 
final scripts are reprinted below, with 
the kind permission of the Irrenanstalt 
Research Report for 1956,* 


GERMAN SHOOTING VERSION 


(Open on ANNOUNCER in scientific lab- 
oratory.) 

ANNOUNCER: And now let us see how 
the miracles of this electronic era serve 
to preserve the sanctity of the German 
home. 

(Cut to identification shot of home of 
HANS and GRETE SCHMIDT. Then move 
in through window for shot of this 
*But don’t spend time looking for this Re- 
port. The last copy in existence, found 
under a heap in our library, was entrusted 
to our trained librarian to be filed under 


her own system. It will therefore never be 
seen by human eyes again. 





loving couple exchanging energetic 
endearments. ) 

HANS (solemnly): Will you remain 
ever true, Grete, my treasure? 

GRETE: Why not? How can you ask? 
Besides, dear Hans, were you not 
home all night, as every family man 
should be, to observe my virtuous con- 
duct with your own honest blue eyes? 
HANS (sighing): Yes, 1 was home, but 
doubt still nags often at my heart. 
GRETE (significantly): What ever do 
you mean, dear Hans? 

HANS: A man should watch his home 
unceasingly, but my vigil is necessarily 
broken from time to time. How can I 
truly guard my home against immoral 
and non-paying interlopers (schwein- 
hunde) when my eyes must close in 
sleep? 

GRETE (sympathetically): Yes, I un- 
derstand your problem, my treasure. 
Every time your vigil was broken, the 
sound of vigorous breathing (schnaut- 
zerschnoring) from your direction al- 
most shattered the windows in my own 
sleeping chamber. 

HANS (dramatically addressing 
screen): Is there no help for the hon- 
est family man—not in all this Age of 


Technics? (Cut to ANNOUNCER.) 

ANNOUNCER: Yes, there is help for 
you, dear Hans! Don’t despair. And 
don’t trust to a woman’s wiles, either! 
Install the unsleeping warning devices, 
made by Electrischedickunddunngesell- 
schaft, in all your doors and windows, 
and sleep in peace forevermore. (AN- 
NOUNCER addresses screen directly.) 
And now let me address a word to 
you, Master of the House, Guardian 
of the German Home. Do you have 
the same problem as Hans? Does this 
fond family scene awaken the same 
doubts in your own heart? Then accept 
help from the Age of Technics. Sup- 
pose an uninvited night interloper 
( nichteingeladenenachtsschweinhund ) 
endeavors to violate the sanctity of 
your home—like this, for example. 
(Dissolve to night scene. Well-dressed 
young blade is attempting to enter 
HANS’ house through back door. As he 
puts one foot over threshold, a loud 
alarm goes off. GRETE appears in door- 
way energetically waving him back.) 
GRETE: This cannot possibly be the 
night, Baldur! And you must not re- 
turn, either, not while the unsleeping 


(Continued on page 68) 


September 23, 1957, Television Age 


39 













So you want 
to be a producer? 


From vantage point of rich past 


and busy present. Walt Schwimmer 


Walter 

Schwimmer should be a successful 
producer of television film programs. 
His real-life story has all the ingre- 


t's dramatic justice that 


dients of a sure-fire hit show—color, 
excitement, variety and character. _ 
He was born in Chicago 54 years 


ago and worked his way through 
Northwestern University, where he 


edited the humor magazine, Purple 
Parrot. He began his career as pub- 
licity man for the Oriole orchestra at 
Chicago’s Edgewater Beach Hotel. 
In addition, he collaborated with 
bandleader Ted FioRito in writing 
songs. But the jingle of Florida-boom 
money was too much for the young 
lyricist, so he hied himself to Tampa 
to become advertising director of a 
realty company. He soon started a 
local advertising agency of his own. 
But, likewise soon, the Florida boom 
fizzled out, and Walter -Schwimmer 
went back to Chicago without even a 
song to his name. ‘ 

Undaunted by tide and the times 
(this was the depression era), Walt 
became director for 
Studebaker Sales Co., married his 
college sweetheart, composed humor- 
ous verse for the Chicago Tribune 


advertising 


and wrote captions for a nationally 
syndicated cartoon feature called The 
Good Old Days. 

In 1933, together with R. Jack 
Scott, he formed an _ advertising 
agency, Schwimmer & Scott, which 
specialized in national spot radio. Mr. 
Schwimmer can lay claim to two 





September 23, 1957, Television Age 


views filmmakers lot 


broadcasting firsts, but in light of sub- 


developments, with charac- 
teristic discretion, he usually refrains 


from 


sequent 


mentioning them. Howsoever, 
Schwimmer & Scott are believed to 
have created the first dramatized spot 
announcements, and Mr. Schwimmer 
himself concocted the first radio quiz 
giveaway show, Tello-Test. 

After 15 Walt 
sold out his interest in the advertising 
agency to his partner and devoted 
his full time to the program-packaging 
firm, Radio he had 
organized two years before in 1946. 
He first saw the tv light in 1950 with 
a live show called Foto-Test. Soon 
other Schwimmer productions in tv 
syndication were Miss U. S. Tele- 
vision and Movie Quick Quiz. In May 
1953 the Chicago-stationed producer 
also supervised a one-hour documen- 
tary, The Abe Lincoln Story, as part 
of NBC-TV’s 
Series. 

But in 1954 Walt Schwimmer hit 
upon a show which proved right down 
his alley—Peter DeMet’s Champion- 
ship Bowling. This program is still the 
top seller on the company’s syndicated 
list, with Wildroot now sponsoring it 
in 73 markets, and market total at 
this time upwards of 150. In 1955 
Walter Schwimmer Co. began syndi- 
cation of Eddy Arnold Time and has 
had more than moderate success with 
this feature. And the following year 
the producer turned again to a sports 


show, All-Star Golf, also made with 


years Schwimmer 


Features, Inc.., 


American Inventory 















Peter DeMet. This program starts in 
October on ABC-TV, sponsored by 
Miller Brewing and Wildroot. It will 
be available for syndication some time 
next year. 


But Walt 


been part owner of a restaurant and 


Schwimmer, who has 
for many years has been active in 
local politics, philanthropy and com- 
munity affairs, has not rested with 
merely “doing” tv film production. He 
has written about it. In his forth- 
coming book, What Have You Done 
For Me Lately?, to be published by 
the Citadel Press in October, he has 
included _a provocative chapter en- 
titled So You Want to Produce a 
Show?. In this chapter. 
Walt Schwimmer, with 
fact and fun, relates his own tv ex- 


Television 
well-versed 


periences, which point up the twists 
and turns facing “Mr. Embryonic Tv 
Entrepreneur.” 

What follows are Mr. Schwimmer’s 
own words: 

I am now a television “packager.” 
I produce shows and film them, after 
which my organization sells them to 
local tv throughout — the 
country, and they in turn sell them 
to advertisers in their local communi- 
ties. 


stations 


Three of my tv “packages” have 
rather well and have been 
substantially sold all over the country. 


done 


And I have two more blueprinted in 
my mind that I have high hopes for, 
if they ever see the light of day. 
That, as of 


now, represents my 











greatest ambition and purpose—to 
produce tv shows that possess genuine 
artistic merit and are “commercial.” 

Getting a tv show off the ground 
is about as easy today as finding 
uranium. You start out with an idea. 
Next step is to hire a competent 
writer, director and film studio. Then, 
if you’re lucky, you manage to come 
up with enough dough to finance a 
“pilot” (roughly $25,000 to $50,000). 
It has been estimated that thousands 
of pilots have been produced at a 
cost of millions of dollars since the 
start of television, of which about 
97 per cent died a-borning. 

So okay, you got your pilot, which 
you optimistically peddle to adver- 
tisers, advertising agencies and net- 
works. You sell nobody. Wherever 
you get a nibble, the potential buyer 
pops a question at you like this: 
“When are you going into production 
on the full series?”; or, “We must see 
two or three more sample episodes 
before we make a decision.” You 
mumble something to get you off the 


hot seat and still retain the prospect’s 
interest. But it’s no go. 

If you’re still fired with ambition 
and a tough guy to down, you start 
out to raise the necessary money to 
complete the series yourself. You 
need approximately $800,000 to do 
39 episodes, which is the standard 
number generally required. 

Did you ever try to raise $800,000? 
It isn’t easy. The banks will laugh at 
you. They still think television is in 
the same realm as financing a trip to 
Mars. So you see friends and your 
rich Uncle Max and try to form a 
“syndicate.” If you’re Mike Todd or 
a semi-facsimile, you succeed. And 
you’re in business. 

Now you get down to real trouble. 
Selling the show. | saw authoritative 
figures once that quoted the record 
for the number of different ways a 
gorgeous gal can say “no.” My sources 
give it at 99, held by a dazzling 
blonde in New York, originally out of 
Keokuk, Iowa. However, the number 
of different ways to refuse buying a 


Eddy Arnold Time, one of three Schwimmer film packages. 








television property is considerably 
higher. I quit counting after | hit 
110, this list carefully compiled from 
my own personal experiences. Oh, 
yes, yesterday I talked to a pro- 
spective advertiser for one of the 
shows in my shop, Championship 
Bowling. 

“Won't buy it,” he said succinctly. 

“Why not,” said I. (You'll notice I 
don’t beat around the bush.) 

“Can't be any good,” said he. 
“Bowling is too popular.” 

So there you have it 111. 

Often, when a pilot show is pro- 
duced, it has lots of “bugs” in it. 
lf you're a_ perfectionist and also 
loaded, you throw it in the ash can 
and start all over. Or you junk it, go 
out and get drunk, and next day go 
back to selling insurance, or what- 
ever it is your racket happens to be. 

Many people lay claim to pro- 
ducing the worst pilot in the history 
of television, but these guys are 
talking strictly through their bonnets. 


(Continued on page 71) 
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Tv built biggest dealer 


Courtesy Motors 


grew with television 


he largest Ford dealer in the 

nation, Courtesy Motors, of Chi- 
cago, has not only run up an astound- 
ing number of “firsts” in television 
but admittedly owes a big share of 
his number-one position in the auto 
industry to the visual medium. 

The story goes back to 1948 when 
Jim Moran, chief executive of Courtesy 
Motors, bought a television set for 
his family. At that time Courtesy was 
a small Hudson dealer—Mr. Moran 
says they ranked 1,500th among deal- 
ers in sales the year before. 

The Courtesy executive was so 
impressed by the possibilities of tele- 
vision that he persuaded the Hudson 
dealer’s association to purchase what 
Malcolm-Howard, the company’s 
advertising agency, believes was the 
first commercial program sponsored 
by automobile dealers. The program 
was on WBKB, the only Chicago tele- 
vision station at the time. Mr. Moran 
and other Hudson dealers appeared 
on the show which featured live com- 
mercials showing new model Hudsons. 

When wen-Tv went on the air later 
in 1948 Courtesy Motors was an early 
advertiser. Jim Moran sponsored a 
feature film on the station. The com- 
pany has been a consistent WGN-TV 























advertiser since that time. 

Among the television firsts claimed 
by Courtesy Motors and its agency 
Malcolm-Howard are: 

First auto dealer to use live com- 
mercials showing actual automobiles. 

First auto dealer to sponsor a full- 
length feature program. 

First to offer new and used cars for 
sale through showing them and giving 
the price on tv. 

First auto dealer to sponsor more 
than one tv show on the air at one 
time. (He had three, each running for 
an hour or more.) 

First auto dealer to appear person- 
ally in his own commercials. 

First tv advertiser to do a remote 
telecast from his own showroom. 

First tv advertiser to offer nothing 
but first-run feature films. 

Mr. Moran soon developed into a 
television personality. He became mas- 
ter of ceremonies of a one-hour variety 
show which became the top-rated live 
show in the Chicago area. 

So successful was the Moran use of 
television that the company soon be- 
came the largest Hudson dealer in the 
nation and number one-in sales of all 
new cars of any make in any one 
location. In March, 1956, Courtesy 


Motors switched from Hudson to Ford 
and within 30 days had become the 
world’s largest Ford dealership, a 
position which they have maintained 
since that time. 

From an original 15,000 feet of 
floor space Courtesy has expanded to 
102,000 square feet. 

Courtesy Theatre’s feature films on 
WGN-TV have an ARB average of 23.2 
per cent for the past 25 months and 
the program has consistently ranked 
among the top-ten rated shows in 
Chicago. The highest quarter-hour 
ARB rating was a year ago when The 
Farmer’s Daughter, starring Loretta 
Young and Joseph Cotten, chalked up 
a 37.1 per cent of the audience. Since 
You Went Away, starring Claudette 
Colbert and Joseph Cotten, picked up a 
quarter-hour ARB of 34.8 per cent. 
It was the longest movie ever shown 
in the Chicago area, running for two 
hours and’55 minutes. 

Recently a survey in the WGN-TV 
area showed that 97 per cent of all 
listeners recognized Jim Moran as 
being associated with the automobile 
business and with Courtesy Motor 
Sales. 

The Courtesy story was only one of 
a number of reports on automobile 
dealer use of television received too 
late to be included in Product Group 
Story No. 33, “Automobile Dealers” 
(TV AGE, Sept. 9, 1957). 

In St. Louis Metro Motors, St. Louis 
county’s largest Dodge and Plymouth 
dealer, reports success with sponsor- 
ship of Hiram and Sneeb (11-11:10 
p-m., Sat.) on KTvi St. Louis. The show 
features Harry Honig (Hiram) and 
Jack Murdock (Sneeb) reviewing hu- 
morous stories in the news. Film, 
records and feature photos keep the 
program at a fast pace. Commercials 

(Continued on page 70) 


A sequel to “Automobile Dealers,” product group story 33 
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41 Counties in the 
Southwestern Pennsylvania 
Marketing Area! * 

80% to 100% coverage in 
20 of these counties!* 












































63% of more than a 
million TV homes! 


Sure, you get top coverage with WJAC-TV, but to make 
the picture even brighter, you get amazing audience loy- 
alty and program appeal! In the Johnstown-Altoona 
area, during the 7:00 to 11:00 p. m. period, WJAC-TV 
leads in 105 periods, while the competition leads in only 
7. Put yourself in this picture—cash in on Pennsyl- 
vania's 3rd TV market with WJAC-TV. 


*Nielson Coverage Services—Report No. 2 (monthly coverage percentages) 


Atk your KATE OM 


JOHNSTOWN - CHANNEL 6 
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It happens every night! 


Seven days a week, Warner Bros. features top 


those of major film companies on competing stations 

in Huntington, W. Va. There, nearly two-thirds 

of all sets in use are tuned to WSAZ-TV from 10:30 

to sign-off (June ARB). Actual share of audience for 

Warner Bros. features is a whopping 64.2% —more 

than double the 24.9% for features on Station “ B”’ 

and more than five times greater than the 10.9% for 

A | those on Station “‘C’’. No surprise, this... for 


Warner Bros. features have a habit of dominating 


the picture in markets all across the country. 


To see how quickly they win the greatest share 


of audience in your area, write or phone: 


C.d. 


Distributors for Associated Artists 
345 Madison Ave.. MUrray Hill 6-2323 


76 E. Wacker Dr , DEarborn 2-2030 © 


1611 Bryan St., Riverside 7 8563 
9110 Sunset Blod., CRestview 6-5886 


Productions Corp. 
NEW YORK 
CHICAGO 
DALLAS 

LOS ANGELES 








ROUNDUP OF NEWS 


MGM FEATURE SALES 

Sales of MGM features to six more 
stations, making a total of 61 tv out- 
lets, have been announced by Dick 
Harper, general sales manager of 
MGM.-TV. kKsyp-tv Wichita Falls and 
KMJ-TV Fresno have each leased the 
entire MGM feature-film library for a 
period of five years. KKTV Colorado 
Springs has leased the full MGM li- 
brary for six years, KHQ-TV Spokane 
for six and one-half years and WEAR-TV 
Pensacola for five and one-half years. 
WMBR-TV Jacksonville has leased the 
top titles from the library for a limited 
number of runs over a_ three-year 
period. 

Of the 61 deals concluded, 48 have 
covered the entire MGM library of 
more than 700 titles, the announce- 
ment stated. 


RKO SHORTS TO GUILD 
World-wide rights to about 1,200 
Hollywood short subjects produced by 


RKO Pictures has been acquired by 
Guild Films Co., Inc., New York, ac- 
cording to an announcement by R. R. 
Kaufman, Guild president. Included in 
the package are more than 500 come- 


dies, featuring such stars as Leon Errol, 
Edgar Kennedy, Ned Sparks and 
others. The 1,200 films are divided 
equally between two-reelers and one- 
reelers. A set of 108 documentaries, 
under the heading “This Is America,” 
also is included. 

Purchase of the film negatives fol- 
lows several months of negotiations 
between Guild and C. & C. Television 
Corp., which obtained the rights from 
RKO last year. Mr. Kaufman stated 
that distribution of the films as first- 
run television programming, both here 
and abroad, will begin at once. To 
implement marketing plans of the 
series, a special conference of Guild 
sales executives from the U. S., Latin 
America and Europe will be held short- 
ly under the supervision of John J. 
Cole, vice president and sales director. 


NEW SERIES ON 50 STATIONS 
White 
Hunter, has been sold to television 
stations in 50 key cities, representing 


The new half-hour series, 


On Film 


TPA ELECTIONS, BUDGET 

A 10-day management meeting by 
Television Programs of America, Inc., 
this month resulted in the election of 
three new members of the board of 


FROMKES 


directors of the tv film producing and 
distributing organization, the election 
of two vice presidents and the setting 
up of an initial 1957-58 production 
budget of $6 million for at least five 
new half-hour tv film shows. 

The meeting was TPA’s first since 
Milton A. Gordon, president of the 
company, acquired the interest in the 
firm formerly held by Edward Small, 
Hollywood film producer and former 
board chairman. The new directors an- 
nounced by Mr. Gordon, who is him- 
self a director of the company, are 


SILLERMAN 


Michael M. Sillerman, executive vice 
president; Leon Fromkess, vice presi- 
dent for production, and Bruce Eells, 
vice president, western division. 
Newly elected vice presidents are 
Walt Plant, who had been manager 
of the central division and is now vice 
president for that division, and Kurt 
Blumberg, vice president for sales co- 


BLU MBERG PLANT 


ordination, formerly assistant vice 
president. 

One of the new programs on the 
TPA °57-'58 agenda, Turning Point, to 
be produced in equal partnership with 
Entertainment Productions, Inc., will 
dramatize the lives of big-money win- 
ners on tv quiz shows. In addition to 
the four other properties on which 
pilot films are to be made later this 
year, TPA has options on 14 more 
new programs, out of which it will 
select several for possible production 


next year. 





total sales of more than $800,000, ac- 
cording to an announcement by Sy 
Weintraub, president of Telestar Films, 
Inc., producer and distributor of tv 
films. Filmed on location in Nairobi, 
Africa, White Hunter goes into na- 
tional syndication in October. 


CNP PRODUCTS BOARD 

The merchandising division of Cali- 
fornia National Productions, Inc., a 
subsidiary of NBC, has established a 
five-man products development board. 
Its job will be to originate, develop, 
market and promote products in co- 
operation with manufacturers licensed 
for NBC and CNP personalities and 
programs. 

Heading the new board is Robert R. 
Max, manager of the merchandising 
division. He was formerly advertising 
and sales promotion manager of Food 
Fair Stores and Welch Grape Juice 
Co. Other 


Rausch, former merchandising head 


members are: Selwyn 


for Terrytoons, Inc.; Gladys Murray, 


former exploitation manager of Eagle 
Lion Films and vice president of Dog- 
patch Styles, an Al Capp enterprise; 
Mario Trombetta, manager of the CNP 
art department and before that with 
Terrytoons and Transfilm, Inc., in art 
and package design, and Serge Valle, 
who is manager of NBC Television 
Films research and development de- 
partment. Mr. Valle will handle prod- 
uct and market research. 


NTA’S ‘COCHISE’ SALES 
Telefilm 
series, Sheiff of Cochise, has been sold 
in a total of 70 markets, Harold Gold- 


National Associates’ tv 


man, vice president in charge of sales, 
has announced. Recent commitments 
include regional sales to White King 
Soap Co., which has renewed its spon- 
sorship of the series in 38 western 
markets; West End Brewing Co. (Utica 
Club beer), for seven New York mar- 
kets (Utica, Buffalo. 
Schenectady, Syracuse, Watertown and 


Binghamton, 


Rochester), and General Cigar Co. 


(Continued on page 46) 
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Film 


(for White Owl cigars) in Chicago 
and Baltimore. 


(Continued from page 45) 


McWILLIAMS’ S.A. PLANS 
Harry K. McWilliams, onetime di- 
rector of advertising and public rela- 
tions for Screen Gems and currently 
in Mexico City, where he is engaged 
in the production of live tv and radio 
shows and the distribution of films for 
television, has announced the con- 
clusion of a number of agreements for 
Latin American rights for programs 
now popular on the networks. Mr. 
McWilliams, who has been in New 
York on a business trip, plans to sell 
and produce these shows in Mexico, 
Cuba, Venezuela, Colombia, Puerto 
Rico and other countries south of the 


border. 


Ziv’S RECORD RENEWALS 

Record renewals have been chalked 
up by Ziv Tv Programs, Inc., for the 
third-year series of Highway Patrol. 
Of all the advertisers sponsoring the 
series last year, 97 per cent have 
renewed, M. J. Rifkin, vice president 
in charge of sales, has announced. The 
series is now playing in 211 markets, 
although the all-time high in renewals 
was scored in the 136 areas where 
advertisers used the series the first 
two years. 

Prominent among the list of return- 
ing sponsors are breweries. Chief 
among these is P. Ballantine & Sons, 
Inc., which will take the series in 25 
markets. Among the new sponsors are 
Kroger supermarket chain, 13 mar- 
kets; Lion Oil Co., nine southern 
areas; Household Finance, three mid- 
west cities; Sealy mattress, five cities, 
and Morning Milk, four western mar- 
kets. 


ABC FILM SYNDICATION, INC. 
sales: 


Code 3: wer-tv Buffalo, Carling Breweries, 
Ltd., Cincinnati, wiew-c Columbus, Ohio, 
wkBL-tv Columbus, Ga., wJBK-Tv Detroit, 
KGEZ Kalispell, wrtz Plattsburg. Douglas 
Fairbanks Jr. Presents: kvos-tv Bellingham, 
WBEN-TV Buffalo, KtsmM-tv El Paso, wiw-1 
Indianapolis, K¢ez Kalispell, wrcv-tv Phila- 
delphia, Ktvw Seattle, wisw-tv Topeka. 
Herald Playhouse/The Playhouse: Austin, 
Bulova, Burlington, Bulova, KxLF-tv Butte, 
Bakersfield, Bulova, wtw-1 Indianapolis, 
KCEZz Katispell, Louisville, Bulova, Madison, 
KOSA-TV Odessa, Roanoke, Bulova, Rochester, 
KFsD-tv San Diego. Racket Squad: Buffalo, 
KRLD-Tv Dallas, KcEz Kalispell, wuc Pitts- 
burgh, Kco-tv San Francisco. 
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Cousens Productions, Inc. spot for 


Canada Dry. 


ASSOCIATED ARTISTS PRODUC- 
TIONS, INC., sales: 


Goldmine Library: KMso-tv Missoula, AAP 
Features, wrtz Plattsburgh, Westerns, 
wsBa-tv York, Movieland Features. Popeye 
Cartoons: wios-tv Asheville, wsEE-Tv Erie, 
WEEK-TV Peoria. Warner Bros. Cartoons: 
wLos-tv Asheville, WEEK-TV Peoria, WCNY-TV 
Watertown. Warner Bros. Features: WLOS-TV 
Asheville, KxLF-Tv Butte, KosA-tTv Odessa. 


WINK FILMS CORP. sales: 


Famous Fights: wrri, Albany, Nationwide 
Insurance, KTSM-TV E] Paso, Squirt Bottling 
Co., WARD-TvV Johnstown, Duquesne Brewing, 
WALa-Tv Mobile, Grady Buick, wymMR-TvV New 
Orleans, Universal Furniture, kTv1 St. Louis, 
Spots, KELO-Tv Sioux Falls, Hamm Brewing. 


STERLING TV CO., INC., sales: 


Abbott & Costello: wrttv Bloomington, 
wnac-Tv Boston, weta Ft. Wayne, KtTv Los 
Angeles. Animal Films: Bert Claster TV 
Productions, Baltimore, Md. Bowling Time: 
wBuF Buffalo, kiLt El] Paso, KVAL-Tv Eugene, 
KQTv Ft. Dodge, Kelly Buick and Goodyear, 
Kx¢Nn Glendive, KFBB-TV Great Falls, KGEZ-TV 
Kalispell, west Miami, witi-tv Milwaukee, 
WREX-TV Rockford, KDRO-Tv Sedalia. Cartoon 
Classics: wer-tv Buffalo, cKLWw-tv Detroit, 
KPRC-TV Houston, WJAC-TV Johnstown, WLW-I 
Indianapolis. Crusade In The Pacific: KrDo- 
tv Colorado Springs, watr-tv Waterbury. 
I’m The Law: KENS-TV San Antonio, WATR-TV 
Waterbury. Invitation Playhouse: KREX-TV 
Grand Junction, waTr-Tv Waterbury. Jungle: 
wsB-Tv Atlanta. Jungle Adventure: WCKT 
Miami. King’s Crossroads: wxi0-tv Dayton. 
Movie Museum: Walt Disney, Cal., wiw-1 
Indianapolis. Public Prosecutor: KPRC-TV 
Houston. Sports On Parade: wean-tv Port- 
land. The Big Moment: wrcea-tv New York. 


Suppliers, Services 
SHORTAGE OF NEW FACES 

Something novel in the way of a 
talent search has been launched by 
Robert Lawrence Productions, Inc., 
New York, producers of filmed com- 
mercials. To fill a “growing need for 
new faces” in commercials, the com- 
pany has assigned casting director 
Audrey Sammons to the job of roving 
talent scout. Miss Sammons will cover 
Broadway showplaces, off-Broadway 
theatres, dramatic and dancing schools 
and model agencies. 

According to Robert Lawrence Pro- 
ductions, the talent shortage is attrib- 


uted to the increased number of new 
products seen in filmed commercials. 


TRANSFILM ADDS STYLIST 

Transfilm, Inc., New York, has 
added a stylist to its staff of creative 
personnel. Rosemary Ashton, who has 
been associated with styling and fash- 
ion in tv, films and print media since 
1946, will advise company producers 
on the styling of sets, fashion, food 
and home furnishings. She also will 
serve as casting director and, in addi- 
tion, her services will be available to 
advertising agencies in the pre-produc- 
tion planning of commercials. 


SECOND-RUN COMMERCIALS 

Use by smaller advertisers of sec- 
ond-run tv commercials is a trend 
observed by Earl Klein, president of 
Animation, Inc., Hollywood. As evi- 
dence of this, Animation has an- 
nounced that it has purchased syndica- 
tion rights to the Bank of America 
series of animated commercials. These 
20-second spots were produced four 
years ago for the Bank of America of 
California. According to Animation’s 
plan, banks in other states will now 
be able to convert the 11 amusing spots 
to their own use by substituting their 
own audio and video identification. 

Animation further feels that greater 
re-run use will be made of successful 
commercial campaigns through the 
purchase of second-run rights for 
showing in areas outside the original 
markets. 


CANADIAN SUBSIDIARY 

The opening of a Canadian subsid- 
iary under the management of Alan 
Cullimore has been announced by 
Cousens Productions, Inc., New York. 
Located at 38 King St. W., Toronto, 
the office will produce tv commercials 
for the Canadian accounts that are 
currently serviced in New York. First 
assignment was a series of spots for 
Brisk toothpaste. 


FACILITIES MERGER 
Merger of the tv commercial sub- 
sidiaries of Filmaster Productions and 
Studio Film Service under the banner 
of Filmercial Productions, Hollywood, 
has been announced. James H. Chapin, 
former general manager of UPA 
Enterprises, has jvined Filmercial as 
general manager. 
(Continued on page 48) 

















(Advertisement) 


T.V. spot editor 


1 -elumn sponsored by one of the leading film producers in television 
SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 





How to humanize roller bearings? Sarra makes them act! Via stop motion a Timken 
roller bearing rolls, then zooms into stirring shots of the product in-use . . . in planes, 
trains, farm equipment. A switchback to stop motion at the end underscores the 
Timken slogan: “At Timken, we have a word for it—betterness.” An exciting com- 
mercial that opens and closes the Timken show. Produced by SARRA in Eastman 
color and in black and white for The TIMKEN ROLLER BEARING CO. through 
BATTEN, BARTON, DURSTINE & OSBORN, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





Here’s how a spectacular 5-minute spectacular for Rheingold does a triple job. It 
introduces the 1958 Miss Rheingold contestants, urges the public to vote in the 
country’s second largest election, subtly sells via the ballot boxes—and makes a 
musical comedy of the entire spot. Marge and Gower Champion—working with a 
special musical score—sing, dance, and “emcee” the show. The highlight of a park 
scenic design is a stylized carrousel—a device that makes possible three natural and 
interesting presentations of the 1958 contestants. Produced by SARRA for LIEB- 
MANN BREWERIES, INC. through FOOTE, CONE & BELDING. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


This 60-second spot, one of a series for Zenith Radio Corporation, forcefully demon- 
strates how beautiful a Zenith Hi-Fi set looks, and how realistic it sounds. Decorator 
planned interiors enhance Zenith models. So that anyone can see how the component 
parts of a Zenith Hi-Fi set operate, the various elements are popped in—in sync with 
voice over. Here technical information is delivered with seeming simplicity. Produced 
by SARRA for ZENITH RADIO CORPORATION through EARLE LUDGIN & 
COMPANY. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





This commercial for Knox Gelatine brings statistics to life—with hands! Hands mov- 
ing against a black background demonstrate how 7 out of 10 women with splitting, 
breaking fingernails can benefit from Knox Gelatine. They also create enough excite- 
ment to hold interest high for the convincing product demonstration and close-ups 
of package that follow. The entire story of Knox Gelatine-for-fingernails is packed- 
with apparent ease—into 20-seconds. Produced by SARRA for CHARLES B. KNOX 
GELATINE CO., INC. through CHARLES W. HOYT COMPANY, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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Film 


Although merging their commercial 
facilities, both Studio Film Service, 
owned by Jack Rabin and Louis de 
Witt, and Filmaster, headed by Robert 
Stabler, will continue to operate in- 
dependently in other phases of their 
film business. Studio Film Service is a 
contract producer of titles, opticals 
and special effects for television and 
motion-picture films. Filmaster also is 
a tv and movie producer. 


(Continued from page 46) 


ILLUSTRATED BOOKLET 


Publication of a new brochure, en- 
titled “Artiscope—A New Film Tech- 
nique,” has been announced by Illus- 
trated Films, Inc., Hollywood. The 
booklet is designed to be of interest to 
both producers and buyers of animated 
films. It explains the Artiscope anima- 
tion-by-automation process, which is 
said to eliminate as much as 90 per 
cent of the hand labor required to 
produce animated films. Illustrated is 
located at 8460 Santa Monica Blvd. 


Len Maurer is sales manager. 


Commercial Sales 


ACADEMY PICTURES, INC. 


Completed: Procter & Gamble Co. (Prell 
shampoo), B&B; Shell Oil Co. (gasoline), 
JWT; Block Drug Co., Inc. (Rem), Gum- 
binner; Lever Bros. Co. (Lifebuoy), Mac- 
Laren; Holsum United Bakery Program 
(bread), W. E. Long. 


In Production: Shell Oil Co. (gasoline), 
JWT; National Biscuit Co. (Fig Newton), 
McCann-Erickson; Holsum United Bakery 
Program (bread), W. E. Long; Esso Stand- 
ard Oil Co. (gasoline), MacLaren; Wise 
Potato Chip Co. (potato chips), Lynn Or- 
ganization; National Biscuit Co. (Chocolate 
Grahams), McCann-Erickson; Libbey-Owens 
-Ford Glass Co. (plate glass), F&S&R; Na- 
tional Biscuit Co. (Hometown bread), Mc- 
Cann-Erickson; Sylvania Electric Products, 
Inc. (Show Opening), McCann-Erickson: 
Kingston Cake Co. (Blue Ribbon cupcakes), 
Lynn Organization. 


AMERICAN FILM PRODUCERS 


Completed: Esso Standard Oil Co. (Esso 
dealer service), McCann-Erickson; Westing- 


animation, inc. 


| 
put us on the spot 
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house Electric Corp., McCann-Erickson. 


In Production: Pharmaco, Inc. (Chooz, Medi- 
gum), DCS&sS. 


SHAMUS CULHANE 
PRODUCTIONS, INC. 


Completed: Colgate-Palmolive Co. (Vel 
Beauty bar), Carl S. Brown; Paper Mate 
Co., Inc. (Paper Mate pens), FC&B; P. 
Ballantine & Sons (beer), Esty; National 
Biscuit Co. (Premium Saltines), McCann- 
Erickson; Holsum United Bakery Program 
(bread), W. E. Long; CBS (Playhouse—te- 
staging), direct. 

In Production: Pharmaco, Inc. (Feen-a-mint 
& Chooz), DCS&S; Knomark Mfg. Co. 
(Esquire shoe polishes), Mogul; Carling 
Brewery Co., Inc. (Red Cap ale), McKim; 
General Motors Corp. (Frigidaire), Kudner; 
United States Air Force (recruiting), R&R; 
Frontier Foods Corp. (Flav-R-Straws) , R&R; 
Quaker Oats Co. (Sugar Puffs, Puffed 
Wheat & Rice), Wherry, Baker & Tilden: 
Miles Laboratories, Inc. (1-A-Day, Alka- 
Seltzer), Wade; Radio Corp. of America 
(RCA picture tube), Lefton; Alberto-Culver 
Co. (VO-5, Rinse Away), Wade; Aluminum 
Corp. of America (Alcoa label), F&S&R; 
Scott Paper Co. (Scotties & Towels), JWT; 
Lever Bros. Co. (Lux soap & Wisk), JWT; 
All-State Insurance Co., Burnett; Blitz-Wein- 
hard Co. (beer), J. J. Weiner; Pfeiffer Brew- 
ing Co. (beer), Maxon; H. J. Heinz Co. of 
Canada (meat dinners, Fresh Pack), Mac- 
Laren: International Cellucotton Products 
Co. (Kleenex), FC&B. 


COUSENS PRODUCTIONS, INC. 


Completed: Chrysler Corp., McCann-Erick- 
son; Procter & Gamble Co., Canada (Pink 
Camay), Hayhurst; Colgate-Palmolive Co., 
Canada (Beauty soap), Foster. 

In Production: Canada Dry Ginger Ale, Inc., 
Mathes; Colgate-Palmolive Co., Canada 
(Brisk & Vel), Foster. 


DYNAMIC FILMS, INC. 


Completed: Perfect Circle Corp. (Speedo- 
stat), direct. 


FILMACK CORP. 


Completed: Union Savings & Loan Assn. 
(services), Lang, Fisher & Stashower; Cot- 
ton Club (beverages), Lustig; Cains (cof- 
fee), Lowe Runkle; Thomas J. Webb Co. 
(cofiee) , Rutledge & Lilienfeld; Dragon, Inc. 
(Christmas tree spray), A. D. Phillips. 


GOLDSWAN PRODUCTIONS 


Completed: Kroger Co. (Instant coffee), 
Campbell-Mithun; Jergens Co. (Jergen’s lo- 
tion), Robert W. Orr; Cinci Beer, F. H. 
Hayhurst; American Tobacco Co. (Hit Pa- 
rade cigarettes), BBDO. 


HANKINSON STUDIO, INC. 


Completed: Smith Corona, Inc. (portable 
typewriters), C&W; Wheatena Corp. (Wheat- 
ena), C&W; Westinghouse Electric Corp. 
(“Shape of Tomorrow”), McCann-Erickson; 
Carling Brewery Co., Inc. (Red Cap ale), 
B&B. 

In Production: Westinghouse Electric Corp. 
(refrigerators), McCann-Erickson; Mennen 
Co. (all products), McCann-Erickson; Chase 
Manhattan Bank (savings account), C&W; 
Liggett & Myers Tobacco Co. (Chesterfield 
King cigarettes), McCann-Erickson; Sun- 
shine Biscuit, Inc. (Hi Ho, Hydrox, Krispy), 
C&W. 


JAMIESON FILM CO. 


Completed: Borden Co. (ice cream), Tracy- 
Locke; International Shoe Co. (Red Goose 
shoes), D’Arcv; Sessions Co., Inc. (Peanut 


oil), Crawford & Porter; Burrus Mill & Ele- 
vator Co. (flour), Tracy-Locke; Neuhoff 
Packing Co. (meats), C. Wendel Muench. 
In Production: Neuhoff Packing Co. (meats) , 
C. Wendel Muench; State Fair of Texas 
(commercials), Sherrill; Mercantile Trust 
Co. (bank service), Ratcliffe; J. D. Jewell, 
Inc. (frozen foods), Crawford & Porter; Geo. 
H. Dentler & Sons (potato chips), McCann- 
Erickson. 


KEITZ & HERNDON 


Completed: Southern Union Gas Co., di- 
rect; Lone Star Gas Co., direct; O. A. Sutton 
Corp. (Vornado air conditioners), Lago & 
Whitehead; Cain’s Coffee Co. (instant cof- 
fee), Lowe-Runkle. 

In Production: Mishawaka Rubber & Woolen 
Mfg. Co. (Red Ball shoes), Campbell-Mith- 
un; Dr. Pepper Co. (soft drinks), Grant; 
American Liberty Oil Co. (Amilico gaso- 
line), Taylor, Norsworthy; APCO (gaso- 
line), Erwin, Wasey. 


JAMES A. LOVE PRODUCTIONS 


Cempleted: Commercial Solvents Corp. 
(Peak Anti-Freeze), F&S&R. 

In Production: Small Boat Handling, direct; 
United States Air Force (teaching by guided 
discussion), direct; Boyle-Midway, _ Inc. 
(Wizard Wick, Wizard Push Button, Easy- 
Off), Geyer; Aluminum Co. of America 
(highway products), F&S&R; Raytheon Mfg. 
Co. (Hawk Report #2), direct; Vick Chem- 
ical Co. (VapoRub), Morse. 


MPO TELEVISION FILMS, INC. 


Completed: Lever Bros. Co. (Gayla soap), 
BBDO; P. Lorillard Co. (Old Gold), L&N; 
American Gas Assn. (manufactured & natural 
gas), L&N; General Foods Corp. (Post 
Cereals), B&B; Helena Rubinstein, Inc. 
(Mascara-matic), Ogilvy, Benson & Mather; 
Gillette Co. (shavers), Maxon; Radio Corp. 
of America (Whirlpool), K&E; Procter & 
Gamble Co. (Dash), D-F-S. 

In Production: General Motors Corp. (Frig- 
idaire), Kudner; Anheuser-Busch, Inc. (Bud- 
weiser beer), D’Arcy; Procter & Gamble Co. 
(Blue Dot Duz), Compton; Kroger Co. (cof- 
fee), Campbell-Mithun; Lever Bros. Co. 
(Lucky Whip), Ogilvy, Benson & Mather; 
Schick, Inc. (Mens razor), B&B; Procter & 
Gamble Co. (Cheer), Y&R; Mentholatum 
Co. (Mentholatum), JWT; Procter & Gam- 
ble Co. (Tide), B&B. 


FRED NILES PRODUCTIONS 


Completed: Hamilton Beach Co. (appli- 
ances), Erwin, Wasey; Geo Wiedemann 
Brewing Co., Inc. (beer), Tatham-Laird; 
Von Schrader Mfg. Co. (Powder-ene rug 
cleaner), Reinecke, Meyer & Finn; National 
Presto Industries, Inc. (appliances), Dona- 
hue & Coe; Lewis-Howe Co. (Tums), Mc- 
Cann-Erickson; Montgomery, Ward & Co. 
(tv sets), direct. 

In Production: Quaker Oats Co. (Aunt Jemi- 
ma oatmeal bread), John W. Shaw; Procter 
& Gamble Co. (American Family), H. W. 
Kastor; Kelly Frazer (Live Better Elec- 
trically), direct. 


RAY PATIN PRODUCTIONS, 
INC, 

In Production: Quaker Oats Co. (Aunt Jemi- 
ma pancake mix), JWT; Pillsbury Mills, 
Inc. (flour), Burnett; Philip Morris & Co. 
(Marlboro), Burnett. 


PELICAN FILMS, INC. 


Completed Bristol-Myers Co. (Mum Mist), 
DCS&S; Bon Ami Co. (Jet Bon Ami), R&R; 
American Tobacco Co. (Lucky Strike), 





—— 








BBDO; Robert Hall Clothes, Inc., Frank 
Sawdon. 
In Production: American Tobacco Co. 


(Lucky Strike), BBDO; Wildroot Co., Inc. 
(cream oil), BBDO; Procter & Gamble Co. 
(Joy), Burnett; Ohio Oil Co. (Marathon 
gasoline), Ayer; Continental Baking Co. 
(Hostess Twinkies), Bates; Your Fisherman 


Fishsticks, DCS&S; Campbell Soup Co. 
soups), BBDO 

HAL ROACH STUDIOS 
Completed: Bulova Watch Co. (watches), 


McCann-Erickson; SOS Co. (SOS), McCann- 
Erickson. 

In Production: American Telephone & Tele- 
graph Co. Ayer; Bulova Watch Co. 
(watches), McCann-Erickson; Helene Curtis 
Industries, Inc., Edward H. Weiss; General 
Motors Corp., Kudner; Liebman Breweries, 
Inc. (Rheingold beer), FC&B; Mars, Inc. 
(candy), Knox Reeves; SOS Co. (Tuffy), 
McCann-Erickson; Nestle Co., Inc. (Nes- 
cafe), Houston. 


SONG ADS, INC. 


Completed: F&P Peaches, Nelson-Baker; 
Sears, Roebuck & Co., C&W; KTLA, direct; 
Los Angeles Clean City Campaign, L.A. 
Chamber of Commerce; Mrs. Baird’s Bak- 
eries, Inc. (bread), Tracy-Locke. 

In Production: Duncan Coffee Co. (Mary- 
land Club coffee), Tracy-Locke; Union Pa- 
cific Railroad Co., Caples; Creomulsion Co., 
Tucker Wayne; Borden Co. (milk), Tracy- 
Locke; Q-6 TV, Devine & Brassard; Rancho 
Soup Co. (soups), Nelson-Baker; Fintex 
Clothes, Luckoff-Wayburn. 


SOUND MASTERS, INC. 


Completed: Borden Co. (instant coffee), 
DCS&S; Pontiac Div. General Motors Corp. 
(Pontiac cars), MacManus, John & Adams. 
In Production: Procter & Gamble Co. (Cheer, 
Spic & Span), Y&R; National Biscuit Co. 
(Milk Bone), K&E; Borden Co. (Instant cof- 
fee), DCS&S. 


LE ORA THOMPSON 
ASSOCIATES 


Completed: Pacific Telephone & Telegraph 
Co., BBDO; Schick, Inc. (razors), .B; 
Delta Rice, James Lovick; B. F. Goodrich 
Co., BBDO; E. I. DuPont de Nemours & Co., 
BBDO; P. Lorillard Co. (Newport), Y&R; 
DeSoto Div. Chrysler Corp. (DeSoto cars), 
BBDO, Magna Corp. (Magnite), Lee 
Wenger; Esso Standard Oil Co. (Atlas tires), 
BBDO. 


TV GRAPHICS 


Completed: Aluminum Co. of America 
(Alcoa home products), F&S&R; Procter & 
Gamble Co. (Dreft), D-F-S; Borden Co. 
(milk & ice cream), B&B; Nehi Corp. 
(Royal Crown Cola), Compton; P. Ballan- 
tine & Sons (beer), Esty. 

In Production: Libbey-Owens-Ford Glass Co. 
(safety plate glass), F&S&R; B. Manischev- 
itz Co. (wine), Gumbinner; Campbell Soup 
Co. (Franco-American spaghetti), Burnett; 
Maxwell House Div. General Foods Corp. 
(coffee), B&B; Best Foods, Inc. (H-O Oats), 
SSC&B. 


VAN PRAAG PRODUCTIONS 


Completed: D-X Sunray Oil Co. (D-X Bor- 
on), Potts-Woodbury; Ford Motor Co., Mer- 
cury Div. (Mercury cars), K&E; Eastern Air 
Lines, Fletcher D. Richards; Chrysler Corp. 
(Chrysler cars), McCann-Erickson ; Delco- 
Remy Div. General Motors Corp. (batteries) , 


MacManus John & Adams, International La- 
tex Corp. (ISO-Aspirin), direct; Schick, Inc. 
(electric shavers), B&B; Studebaker Div. 
Studebaker-Packard Corp. (Studebaker 
cars), Burke Dowling Adams; Bulova Watch 
Co. (watches), direct. 

In Production: Ford Motor Co., Mercury 
Div. (Mercury cars), K&E; Westinghouse 
Electric Corp. (tv sets), McCann-Erickson; 
Chevrolet Motor Div. General Motors Corp. 
(Chevrolet cars), Campbell-Ewald; Delco- 
Remy Div. General Motors Corp. (batteries), 
Campbell-Ewald; Chrysler Corp. (Chrysler 
cars), McCann- Erickson; Aluminum Co. of 
America (Alcoa), F&S&R; Eastern Air 
Lines, Fletcher D. Richards; Dodge Div. 
Chrysler Corp. (Dodge cars), Grant, Inter- 
national Latex Corp. (Playtex girdles), 
direct; Schick, Inc. (electric shavers), B&B; 
Plymouth Motor Corp. Div. Chrysler Corp. 
(Plymouth cars), Grant; D-X Sunray Oil 
Co. (D-X Boron), Potts-Woodbury. 


UPA PICTURES, INC. 
(New York) 


Completed: Piel Bros., Inc. (beer), Y&R; 
Coca-Cola Co., McCann-Erickson; Bristol- 
Myers, Inc. (Bufferin), Y&R; Radio Corp. 
of America (RCA _ Sterophonic), K&E; 
Drackett Co. (Windex), Y&R. 


In Production: Nestle Co., Inc. (Nescafe), 


Houston; Coca-Cola Export (Coca-Cola), 
direct; ‘Coca-Cola Co., MeCann-Erickson; 
National Biscuit Co. (Nabisco), K&E; 
Quality Bakers of America (Sunbeam 


bread), direct; Colgate-Polmolive Co. (Col- 


gate toothpaste) , Bates; S. A. Schonbrunn 
& Co. (Savarin), FC&B; Piel Bros., Inc 
(beer), Y&R; General Foods Corp. (Post 


Ceral, Sanka coffee—Danny Thomas Show 
opening), B&B; Liggett & Myers Tobacco 
Co. (Chesterfield—Frank Sinatra Show 
opening), McCann-Erickson; Sylvania Elec- 
tric Products, Inc. JWT; General Foods 
Corp. (Tang), Y&R; State Line Potato 
Chips, Randell; Seagram Distillers Co., War- 
wick & Legler. 


Burbank, Cal. 


Completed: Purex Corp., Ltd. (Purex prod- 
ucts), Edward H. Weiss; Colgate-Palmolive 
Co. (Gardol), Street & Finney; Philip 
Morris & Co. (Marlboro), Burnett; Helene 
Curtis Industries, Inc. (Enden shampoo), 
Edward H. Weiss; Sunbeam Corp. (Shave- 
master), Perrin-Paus; Sealy, Inc. (Sealy 
Posturepedic mattress), Edward H. Weiss; 
Wilson & Co., Inc. (Ideal dog food), U.S. 
Advertising; Gillette Co. (Tonette), North 
Advertising. 

In Production: Pet Milk Co. (Pet evaporated 
milk), Gardner; Sunbeam Corp. (Sunbeam 
mixmaster, frypan), Perrin-Paus; Toast- 
master Products Div. McGraw-Electric Co. 
(Toastmaster frypan, powermatic toaster), 
Erwin, Wasey; Helene Curtis Industries, Inc. 
(Curtis dandruff treatment), Gordon Best; 
Lewis Howe Co. (Tums), McCann-Erickson; 
Mogen David Wine Corp. (Key wine), 
Edward H. Weiss. 


WONDSEL, CARLISLE & 
DUNPHY 


Completed: American Home Foods, Ine. 
(Chef Boy-Ar-Dee  Beefaroni), Y&R; 
American Tobacco Co. (Lucky Strike), 
BBDO; Westinghouse Electric Corp. (Home 
appliances), McCann-Erickson. 

In Production: Bristol-Myers Co. (Bufferin), 
Y&R; Columbia Records, Inc. (Columbia 
phonograph), McCann-Erickson; Esterbrook 
Pen Co. (fountain pens), Y&R; General 
Electric Co. (Automatic saucepan & port- 
able mixer), Y&R; Hazel Bishop, Inc. 
(Hazel Bishop spots), Raymond Spector; 
Vick Chemical Co. (Vaporub & Vatronol), 
Morse. 
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KDKA-TV joins CBS. That means the folks in the WESTINGHOUSE 
Greater Pittsburgh Market can get all the famous and BRO ADC ASTING 
fabulous CBS shows on their favorite Channel 2. It 

COMPANY, INC. 


also means that advertisers have an even greater reason 


for scheduling their product messages on KDKA/Tv G@° 


RADIO 

BOSTON, w8Z+W8ZA 
PITTSBURGH, KOKA 
CLEVELAND, xyw 

FORT WAYNE, wOowWO 
CHICAGO, WIND 

PORTLAND, KEx 

TELEVISION 

BOSTON, W8Z-TV 
BALTIMORE, wiz-Tv 
PITTSBURGH, KOKA-TV 
CLEVELAND, xyw.tv 

SAN FRANCISCO, xix 

WIND represented by AM Rodio Soles 
WIJZ-TV represented by Bloir-TV 

KPIX represented by The Kotz Agency, Inc. 
All other WBC stotions represented by 
Peters, Griffin, Woodword, Inc. 








Washington Memo 


PAY-TV IMPLICATIONS. [i is per- 
haps premature to attempt to predict 
the impact of wired subscription tv on 
(1) the television broadcasting indus- 
try; (2) the whole field of entertain- 
ment (but particularly the motion- 
picture business); (3) the television 
manufacturing industry, and (4) the 
leisure (and possibly work) habits of 
the viewing public. Nevertheless, there 
is a precedent for appraisal, which is 
television itself. Its amazingly dynamic 
growth in little more than 10 years is 
one of the marvels of American life. 
Like the automobile, it has become a 
necessity for the average family. And 
like the automobile, it must be con- 
stantly improved and made more at- 
tractive to hold its appeal. 

From the Washington vantage point, 
which may afford a clearer perception 
of the fee-vs.-free issue than can be 
expected from Madison Avenue, the 
inception of subscription in Bartles- 
ville, Okla., via “Telemovies” or TM, 
must be viewed as an epochal develop- 
ment with far-reaching implications. It 
must be viewed, first of all, with less 
emphasis on how it is done and more 
emphasis on the fact that it is done. 
While broadcasters may be concerned 
with whether wire is used as the 
method of transmission or whether the 
signal travels over the air, it must be 
realized that such considerations are 
of little moment to the public—pro- 
vided, of course, one system does not 
interfere with the availability of free 
programs. Either way, it’s subscrip- 
tion, and its impact on sponsored tele- 
vision is just as real. 


WASHINGTON VIEWPOINT. Get- 
ting back to the Washington perspec- 
tive, it is important to recall that when 
the Federal Communications Commis- 
sion authorized the reservation of val- 
uable vhf channels for educational tv 
nearly six years ago, when etv was but 
a dream, a major factor in its deter- 
mination was its desire to provide pro- 
gramming which the commercial sta- 
tions were not providing. A highlight 
of the allocation proceedings at the 
time was an analysis of programming 


of the seven New York stations, ob- 
tained through round-the-clock moni- 
toring. The educators scored impres- 
sively with this presentation. 

It also should be recalled that when 
the subscription issue dominated the 
atmosphere of the convention in Wash- 
ington a few years ago of the National 
Association of Radio and Ty Broad- 
casters, the networks felt it incumbent 
on them to announce plans for pro- 
gram innovations (recall Pat Weaver’s 
announcement of the “spectaculars” 
and “news in depth”). This seemed 
to stop the drive for subscription for 
a time and provided the industry with 
ammunition (in the form of some out- 
standing one-shot programs) to defend 
advertiser-supported tv. 


TIME FOR A CHANGE. Now. once 
again, television appears to be in need 
of change, and there are those who 
believe that the kind of programming 
many viewers want can be provided 
only through subscription. Certainly, 
the public has demonstrated that it 
wants good Hollywood films. Bartles- 
ville has already given indications that 
around $1 for 
first-run product. Where will he get 
the dollar? He will divert it from 
theatre or other expenditures—possibly 


the viewer will pay 


even his car. But when he is watching 
The Sun Also Rises he will not be 
watching free tv, and to that extent, 
at least, sponsored tv will feel the 
impact. 

Recalling the speed with which the 
average family managed to acquire a 
tv set, it does not seem unreasonable 
to expect that it will also manage to 
find money for subscription programs. 
New industries create wealth, and that 
wealth gravitates to the consumers who 
support the industries. With leisure 
time increasing and the four-day week 
in the offing, competition for entertain- 
ment seems inevitable. Subscription tv 
might well offer programs which would 
discourage families from taking motor 
trips. It’s conceivable that this would 
leave more time for free tv, thus nulli- 
fying its impact. 


(Continued on page 76) 
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Plan now to advertise in Printers’ Ink—the only complete -business 


NEW MODEL 
PRINTERS’ INK 


Coming September 27, | 
features new all-editorial 
cover, big news section, 








faster reading pages on 


techniques and trends | 
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Why 
offbeat 


cartoon 
ads? 


PRINTERS’ INK 





Commerce department frowns on ad business - 8 
Martineau vs. Gallup on motivation - 14 

New media-data proposal stirs up hornets’ nest - 18 
ANA study queries ad managers - 20 

Business papers plan public-relations drive - 24 
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magazine of advertising 





These pages spell out fast reading for today’s busy 
executives in advertising and marketing. When the 
new model PRINTERS’ INK is introduced by the Septem- 
ber 27 issue, you will see an exciting new-type publica- 
tion. A repackaging of the contents with unique inno- 
vations for time-saving convenience and expanded 
service to readers. 

For 69 years PRINTERS’ INK has published essential 
reading to help sharpen the thinking tools of advertis- 
ing and marketing and guide their use in the move- 
ment of goods. Top men in the business today first 
learned to use these tools with the aid of PRINTERS’ 
INK. And they have relied on P.I. as a constant, au- 
thoritative source of news, ideas, methods and data to 
build and maintain their success. 

But today’s pressure on reading time has put up a 
new target for PRINTERS’ INK to shoot at—a target 
within a target. It is faster reading—time-saving con- 
venience in presenting this essential information. 

The new cover and pages illustrated below give you 
a quick look over the editor’s shoulder at prototypes 
that reveal some of the wanted characteristics. 


New cover For the first time, the cover of PRINT- 
ERS’ INK becomes an all-editorial feature, highlighting 
the contents. The lead story of the week is played up 
with dominant picture and display. Important news 
headlines preview their stories and tell you where to 
find them. 

To avail this increased service to the reader, PRINT- 
ERS’ INK requested its oldest consecutive advertiser to 
relinquish the space it has held on the front cover of 
every weekly issue for 48 years. This was no small con- 
cession for advertiser or publisher. But it is a measure 
of this advertiser’s estimation of PRINTERS’ INK that 
they will be found within the first issue of the new 
model in a prominent position of their choice. 


Big news section PRINTERS’ INK has always carried 
the important news of advertising and marketing. And 
P.I. interpretation of the news has been regarded the 
superior job in its field. But now to hit the double 
target of news dished up in the minimum time. 
PRINTERS’ INK sets a startling new pace. 

By expansion of staff and stepped-up press runs, 
PRINTERS’ INK will deliver this week’s news this week. 
As most of the news in advertising “breaks” from 


Advertisement 


Monday through Wednesday, the bulk of the week’s 
important news will be in PRINTERS’ INK on Friday. 
Right up front—immediately following the cover— 
you'll find the big news section, called “Advertising 
Week,” made possible by expanded facilities. Given 
the No. 1 position, ahead of all other matter, it is a 
unique service to readers in magazine publishing. 

Convenience is enhanced by concentration of all the 
news in this big rewarding package: major news stor- 
ies, boiled down to their essence, with pertinent back- 
ground. and significant meaning. Up-to-the-minute 
coverage of the advertisers, agencies, media. News of 
campaigns, organizations, people. More national and 
regional news than ever before. Departments within 
the section, including Washington News Letter, com- 
ing events. Plus lively use of pictures. 

Fast reading is aided by the new kind of 2-level pre- 
sentation. Lead paragraphs in boldface type tell the 
gist of the story that follows. Writing is clear, terse 
and incisive. A sweep of the boldface leads sums up the 
week’s most important news—another distinction of 
the new model PRINTERS’ INK. 


Trend reports and articles The new emphasis on 
time-saving convenience pervades all the pages of the 
new model. Articles and special reports will be grouped 
in a section on trends and techniques, easy to find. 

Summaries will make it possible for each reader to 
get the high-spots quickly, and to spend more time 
reading the whole of those articles of most importance 
to him. In the light of today’s changing market condi- 
tions and complexity of advertising and marketing, 
this aid to selectivity is still another notable service. 

With new objectives geared to the times, PRINTERS’ 
INK will cover a broad scope of idea and methods 
articles, reports, and analyses in depth and frequency 
sufficient to serve the specialists and guide executives 
in making their many diverse decisions. 

Advertisers in coming issues will share the spot- 
light of even more intensive readership by the un- 
equalled PRINTERS’ INK audience of top executives 
among manufacturers, sales and advertising execu- 
tives. These together with the PRINTERS’ INK large 
audience of agency management and media executives 
should be reached with your sales message when fall 
buying decisions are made. 
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isingPrinters’ Ink Publishing Co., 205 East 42nd Street, New York 17, N. Y. 











Another way SRDS helps sell time 


















you keep calling attention to the fact that your market 
cannot be covered without using your medium... 


and do it right where buyers look for coverage data. 


with your Service-Ad in Standard Rate & Data 





selling, by helping people buy! 


Standard Rate and Data Service, Inc. 
1740 Ridge Avenue, Evanston, Illinois 


Sales Cffices: New York « Evanston « Los Angeles 
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ROACH GOES PUBLIC. Another 
bastion of Hollywood has fallen before 
the onslaught of tv. In all the years 
—1919 to 1949—during which Laurel 
and Hardy’s misfortunes and Our 
Gang comedies kept the public howling, 
and while the pie-in-the-eye tactic never 
failed to evoke peals of laughter, Hal 
Roach kept his business to himself. 

His son, Hal Roach Jr., has matched 
his father’s film success in the newer 
medium of tv, producing such triumphs 
as My Little Margie, Trouble With 
Father and Public Defender. But Jr. 
is going public. Early this month S. D. 
Fuller & Co. offered 375,000 shares to 
investors to change the old-fashioned 
method of doing business. 

To some extent Mr. Roach followed 
his father’s concept. The offered stock 
represents only a small piece of the 
business. There are two classes of 
capital stock—common stock, $1 par 
value and Class B stock, no par value. 
Five shares of the Class B stock are 
now held by Mr. Roach Jr., and another 
1,049,995 shares will be issued when 
certain mergers (described below) are 
completed. The Class B stock is con- 
vertible into the common stock after 
the company earns $1 million aggre- 
gate after taxes, and only 20 per cent 
can be converted each year after Sept. 
1, 1957. In effect, Mr. Roach Jr. has 
to toss off profits of $1 million before 
he is allowed to convert any of his 
stock. Each year that passes with that 
$1 million being earned causes $50,000 
more to be added to the amount of 
profit that must be reached before he 
can start converting. Thus in two years 
it would total $1.1 million. Meanwhile, 
Mr. Roach Jr. can receive no divi- 
dends, although his voting rights are 
equal. 


CONTROL PROTECTED. This ar- 
rangement protects his control of the 
company, but also encourages him to 
work toward earning a sufficient profit 
to pay the outside stockholders a divi- 
dend. S. D. Fuller, the underwriters, 
obtained 87,500 warrants at 1 cent 
apiece, good for five years, to purchase 
shares of the common at $3.25 apiece. 
Mr. Roach gets an equal number of 


warrants with the same conditions at- 
tached, 

The company is really an outgrowth 
of the inventiveness of Hal Roach Sr., 
who opened his studio in 1919 and 
expanded it steadily, until today it has 
seven sound stages, totaling 110,000 
square feet, and 50 other buildings of 
various sizes. It’s the only studio of its 
size owned and operated by the orig- 
inal founder and his family for a 
period of 38 years. Mr. Roach dis- 
tributed his comedies through M-G-M, 
but his talents—and those of his stars 
—were never drowned out by the lion’s 
roar. He brought fresh personalities 
to the screen by the score, including 
Harold Lloyd, Will Rogers, Bebe Dan- 
iels, Patsy Kelly, Charlie Chase and 
Harry Langdon. 

During that period the Roach studios 
produced 1,115 motion-picture shorts 
as well as some features like Topper, 
Of Mice and Men, Captain Fury, One 
Million B.C. and the memorable Laurel 
and Hardy series. 

It’s rare that one generation is as 
successful as the previous one in any 
field of endeavor. But young Mr. 
Roach—he is still this side of 40— 
is out to prove it can be done. His 
father—with a feeling natural to Hol- 
lywood old-timers—resented tv and 
was not too keen about his son’s ven- 
ture into the field. 


FIVE-YEAR GROWTH. But Mr. 
Roach Jr. persisted and opened his 
own unit in 1952. By 1955 he was 
buying out all his father’s studios and 
film library. In that year the tv opera- 
tions had an income of $2.5 million 
but suffered a loss of perhaps 2 cents 
per share on the 375,000-share basis. 
By 1956 the income had tripled and a 
small profit of $43,391 was reported. 
For the 36-week period ended May 
11, 1957, with an income of $3,576,302 
reported, income after taxes climbed 
to $129,661.86, equal to 35 cents per 
share on the pro forma basis of the 
375,000 shares. 

In the May 11, 1957, period, ap- 
proximately 15 per cent of the com- 
pany’s gross revenue came from syn- 

(Continued on page Be) 
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dication or second run of its tv film 
series. These include My Little Margie, 
Trouble With Father, Public Defender 
and The Charlie Farrell Show. On 
these shows the company still has 
$1,141,611 guaranteed to it as income 
by the distributors. 

Moreover, agreement on syndication 
of a new series, Blondie, has been 
reached, providing minimum payments 
to Hal Roach Productions, Inc., of 
$325,000. There are several other 
shows in the pilot stage. 

Another 22 per cent of the 36-week 
revenue came from production of 30- 
second to 90-second tv commercials 
for a whole flock of advertisers. 


PRODUCTION REVENUE. Finally a 
healthy 44 per cent of the company’s 
gross revenues during the 36-week 
period was from payments by sponsors 
for the production of tv film series 
such as The Gale Storm Show, Tele- 
phone Time and Blondie. 

The company also produces tv films 
for other companies. 

On Aug. 8, 1957, Hal Roach Pro- 
ductions, Inc., and Hal Roach Studios 
entered an agreement which provides 
that when the merger is accomplished, 





Stock High-Low Last 
1957 Quote* 
New York Stock Exchange 

ABC 24%- 16% 18% 
ADMIRAL 14%- 9 9%, 
A. T. & T. 179%-170% 171% 
AVCO 7%- 5% 6% 
cps (a) 36144- 27% 285% 
EMERSON 6%- 5% 5% 
GENERAL ELECTRIC 7234- 523% 65% 
HOFFMAN 25%- 17% 22% 
MAGNAVOX 44 - 34 37% 
MOTOROLA 51%4- 3534 47% 

PHILCO 183g- 144% 14 
RCA 40 - 31% 33% 
RAYTHEON 233%4- 163% 22% 
STEWART-WARNER 41%- 31% 3634 
STORER 29Y44- 23% 23% 
SYLVANIA 4644- 34 35% 

WESTINGHOUSE 6854- 52% 64 

ZENITH 12444- 914% 120 

American Stock Exchange 

A.A.P, 11%- 9 9, 
DUMONT LABS 6%- 4% 4% 
GUILD FILMS 4%- 24% 3% 
HAZELTINE 4414- 29%, 35% 
NATIONAL TELEFILM 934- 7 TY 
SKIATRON 9 - 3% TY 


Over-the-Counter Stocks 
Bid-Asked+ 
AMPEX 53 -52% 


CONSOLIDATED TV 1914-19 
GROSS TELECASTING 2014-2034 
OFFICIAL FILMS 1Y- 1% 


*As of the close, Sept. 12, 1957. 
tAs of Sept. 12, 1957. 
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Hal Roach Studios will cease to exist 
and all its properties will become the 
assets of Hal Roach Productions, Inc. 

To make this arrangement Mr. 
Roach Jr. had to reach an understand- 
ing with his father. The new company 
had paid $2.3 million for the older 
Roach’s studio assets back in 1955— 
payable on a long-term basis. And the 
terms of the agreement included a 
promise by the son that he would not 
surrender voting control of the com- 
pany or permit it to merge with any 
other companies except those whose 


stock he himself was contributing to 
the new company. Mr. Roach Jr. owned 
Hal Roach Productions and controlled 
Rovan Films and Rabco Ty Produc- 
tions, special companies owning rights 
in various tv series. 

Mr. Roach Jr. also agreed to main- 
tain a board of not more than five 
directors, one for whom would be his 
father or his father’s nominee. Thus 
did Roach Senior permit the friendly 
camel of the investment public to get 
its warm, profit-sniffing nose into the 
Roach family tent. 





News 


(Continued from page 27) 


amounted to $193.9 million in 756. 
This represents 21.6 per cent of the 
entire industry revenues. In 1955 


these stations acounted for about 19 
per cent of the industry total. 

Of the 364 post-freeze stations, 269 
were vhf, reporting total revenues of 
$161.4 million. This was an increase of 
43.9 per cent over 1955. 


BROADCAST REVENUES, EXPENSES, AND INCOME OF 3 TV 
NETWORKS AND 474 TV STATIONS 1956-1955-1954 


(Millions) 


3 Networks (including 15 owned and operated 
ol? syd eer Sees 
95 Pre-Freeze television stations. ....... 


SS Pe at ee eee. eee 


Post-Freeze television stations: 


De Veer MietNONS. «05... os 6 ccc ee 
OR aieer ween... eo. dees 


6 ere ee 


Sh es? $442.3 


Serer fk 


1956 19552 19541 
Broadcast Revenues 








$374.0 $306.7 
. 260.7 230.0 200.9 








eee 604.0 507.6 





oS Re: 161.4 112.2 60.0 
SAEs 32.5 28.5 25.4 
$593.0 


$744.7 


Broadcast Expenses 





3 Networks (including 15 owned and operated 


OS RENO SORA ee ae 
95 Pre-Freeze television stations..... . 


I So 0 ok ce ME Fs, So 


Post-Freeze television stations: 


26) Vrrr etalaoms.... ...2.2..:.... 
Oe Uieer MetMOO. . ... 2s . ok oe ec 


SN WHE, 2s sou senate eens 


RT ee $707.3 $594.5. $502.7 





Se ae ee $356.9 $306.0 $270.2 
Pokatiat o2 171.0 148.1 133.3 
ahaa fan sigh OS"s 527.9 454.1 403.5 
heise 145.0 107.4 63.8 
BF caren Oe 34.4 33.0 35.4 








Broadcast Income 
(Before Federal Income Tax) 





3 Networks (including 15 owned and operated 


SS ee 
95 Pre-Freeze television stations. ..... 


SS a eee ee 


Post-Freeze television stations: 


200 Veer mets... 5 ows. 
So tear stetsoms... ... 2 ...<..05- 


IE SE So a ia fw dda os 


( ) Denotes loss. 


= 5 os 0 <i, g 


A See $85.4 $68.0 $36.5 


89.7 81.9 67.6 





oy eee 175.1 149.9 104.1 


sigh oe ted $16.4 $4.8 ($3.8) 
ah ag (1.9) (4.5) (10.0) 





$150.2 $90.3 


1) 1954 data cover 4 networks and 16 owned and operated stations; 92 pre- 
freeze and 302 post-freeze stations (177 VHF and 125 UHF). 

2) 1955 data cover 4 networks and 16 owned and operated stations; 93 pre- 
freeze and 328 post-freeze stations (225 VHF and 103 UHF). Three net- 
works after September 15, 1955 when DuMont ceased network operations. 

3) Includes two post-freeze stations (UHF). 
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44 Di: the current uncertain- 


ties in the economy, historical 
evidence indicates that the volume of 
business in the final quarter should 
rise seasonally,” is the opinion ex- 
pressed in Business and Economic Re- 
view, the monthly bulletin of the First 
National Bank of Chicago. “Business, 
as measured by the volume of all 
goods and services produced, has been 
better in the final quarter than in the 
third quarter of every peacetime year 
since 1939, when quarterly data first 
became available. If business activity 
is measured in terms of physical units 
of producton, rather than by dollar 
volume, production in the last three 
months has increased over the third 
quarter in every year since 1939, with 
the exception of 1953, the year of the 
Korean truce in late July.” 

The relation that this forecast has 
to spot tv is a telling one. For if the 
volume of physical units of production 
rises in the last quarter of the year 
as indicated, there can (and should) 
be a corresponding increase in adver- 
tising to push the consumer sales of 
these goods and services. Thus, the 
opportunity for spot is there to share 
in this increase. 

The bank’s bulletin also covers the 
retail-sales outlook, which it describes 
as “the final step in the distribution 
of the products of the nation’s factor- 
ies, farms and mines . . . ” It suggests, 
characteristically, cautious optimism. 
“Although total retail sales in the first 


September 23, 1957 


a review of 
current activity 
in national 
spot tv 


half of this year were above the similar 
period in 1956, all items did not follow 
this pattern. In general, expenditures 
for food, apparel and automobiles were 
higher, while outlays for lumber, build- 
ing materials and hardware declined.” 
Another spot plus, since the former 
categories, of course, are more spot- 
inclined than the latter three product 
groups. 

Another favorable aspect of the 
First National’s monthly report is its 
optimistic observations on the effect 
of contnuing price rises. “It appears 
that a ‘buyers’ strike’ against higher 
prices, which was feared by some 
earlier in the year, has not materialized 
up to the present time. Apprehension 
about a possible decline in business 
activity apparently has not as yet 
prompted the average consumer to 





Harold H. Dobberteen, vice president 
and media director, Bryan Houston, 
Inc., New York, is handling Heublin, 


Inc., buying. 





REPORT 


reduce his expenditures. Even if con- 
sumers spend a little less freely than 
in the past few months, retail sales 
should experience the usual fall in- 
crease.” 


AMERICAN CHICLE CO. 
(Ted Bates & Co., Inc., N. Y.) 


The company has turned its attention to 
placing announcements for BEEMAN’S 
gum. Jack Dougherty is the timebuyer. 


AMERICAN CHICLE CO. 
(Dancer-Fitzgerald-Sample, Inc., N.Y.) 


The fall campaign for DENTYNE, mentioned 
in Spot Report Aug. 26, is rounding into 
shape. Buys of fringe-time minutes will 

be made in about 85 markets. William 
Santoni is the timebuyer. 


BARRICINI CANDIES, INC. 
(Emil Mogul Co., Inc., N. Y.) 


The agency has just taken on this candy 
chain, which has 50 stores in several 
major markets in the east. The firm 
expects to double its advertising expenditure 
for the coming year and also to open new 
stores. The principal media to be used 

are newspapers and broadcast, with spot 

tv well in the picture. Mrs. Elaine Whalen 
is the timebuyer. 


HAZEL BISHOP, INC. 
(Raymond Spector Co., Inc., N. Y.) 


The promotion for the firm’s new color, 
Real Orange, is over. At this point there 
is no activity in spot, but the word is 
that there will be “later in the fall.” 
Richard Blaine, tv-radio director, is the 
contact. 


BLUMENTHAL BROS. 
CHOCOLATE Co. 
(Feigenbaum & Werman, Inc., 
Philadelphia) 


As part of the heaviest advertising effort 
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GETTING THE MOST FROM 








if the Picture “Pops” 
it Has What It Takes! 


Many a good film commercial has been ruined by a poor presenta- 
tion “on-air.” If the picture “pops” out at you, has sparkle and dimen- j 
sion, you know it's good.. With modern RCA Film Equipment you can ; 
expect and get the highest quality reproduction and long term reli- ® 

ability in operation. 
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YOUR FILM DOLLAR 





How to Get the Kind of Picture 
Quality that Advertisers Want 


There are two ways to increase the quality of your 
film programs: 


(a) By using Vidicon film cameras 
(b) By using professional projectors. 


Vidicon cameras give you sharp, clear, virtually noise-free pictures 
of live picture quality. The Vidicon will show every detail that is 
on the film. For example, night scenes are much clearer with new 
Vidicon cameras than with older Iconoscope equipment. Vidicon 
film cameras have ideal tone or gray scale range for high quality 
reproduction of film. A remote light control permits the RCA 
Vidicon camera to be adjusted to optimum operating conditions 

at all times. 


Professional RCA projectors are another requirement for high 
picture quality. Professional film projectors provide a rock-steady 
picture, free from jump and jitter, as well as high fidelity sound. 
Precise optics in the RCA film and slide projectors assure evenness 
of illumination and excellent resolution. 


Whether you are a station executive, program sponsor or 
agency man, you'll be helping the cause of good film program- 
ming by advocating the use of up-to-date film room equipment. 
Ask the RCA Broadcast Representative to show you our new film 
manual “Planning TV Film Facilities for Color and Monochrome.” 





RADIO CORPORATION of AMERICA 
BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 





Tmk(s) ® 


In Canada: RCA VICTOR Company Ltd., Montreal 
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in this company’s history, tv-spot will 
used in major markets only. Mort 
Yanow, tv-radio ditector, is the contact. 


BYMART-TINTAIR, INC. 
(Product Services, Inc., N. Y.) 


More markets have been added to this firm’s 
list as covered in Spot Report July 15. 
The last tally shows that Bymart is in 
35 markets with spot schedules. Lester 
Blumenthal, executive vice president, 

is the contact. 


CiINZANO, INC. 

(Burke Dowling Adams, N. Y.) 

For its vermouth this firm is starting spot 
campaign on Oct. 2 over W6r-TV Buffalo 
(and possibly one other station in that 
market) to run for the rest of the year. 
Alice Wolf is the timebuyer. 


COTY, INC. 


(Heineman, Kleinfeld, Shaw & 
Joseph, Inc., N. Y.) 

The company is now considering its spot tv 
activity, and if the decision should be to 
go ahead, it will be a large campaign. 
Alice Ross is the timebuyer. 


CRESCENDOE GLOVES, INC. 
(Lester Harrison, Inc., N. Y.) 


The company is aiming to place nighttime 
20’s in about 15 markets—more if buys 

can be made. The idea is for these 
schedules to start at the end of September 





Agency Booklet 


Complete with doggerel, Reach- 
McClinton, an agency with new 
quarters, has launched a promo- 
tion piece. 

The monthly effort, in vest- 
pocket format and complete with 
photos and attractive illustra- 
tions, is called Reading Matter 
(with no apologies to Grey Mat- 
ter, a trading-horse of another 
color). 

Initial issue of Reading Matter 
(September °57) has light items 
on travels of board chairman Dal 
Reach; anecdotes on client do- 
ings; and an expose of the 
agency’s recent move—in verse: 
Reach, McClinton and staff one 

night 
Sailed off in a wooden shoe. 
Launched a new agency and 

launched it right 
Onto Park Avenue. 

The new offices are at 505 

Park Ave. 
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om O’Dea knew Joan Cook, who 
lived around the corner from his 
Brooklyn home, for 19 years before 
he married her. Mr. O’Dea, timebuyer 
at Sullivan, Stauffer, Colwell & Bayles, 
New York, is a deliberate man. 
In 1947, while a student at St. 
Francis high school, he set his goal. 
He attended a newspaper seminar on 





advertising and was impressed by the 
topic and by a point made by a 
speaker from SSC&B: “Be on tap 
rather than on top.” 

In 1949 he joined the Wm. Esty 
Company starting as “mailroom 
attaché,” and becoming assistant time- 
buyer. 

He then went into the Air Force as 
a “flying medic” instructing fliers on 


os * 6 oe ee 


air pressure. He was also an organ- 
izer, helping direct, produce and act 
in shows for the base theatre. 

From the Air Force he returned to 
Esty as assistant media coordinator. 
After that he did network planning for 
a year and a half and then became 
timebuyer on several accounts, includ- 
ing National Carbon, Colgate, R. J. 
Reynolds Tobacco and Thomas Leem- 
ing & Co. This last is Mr. O’Dea’s 
special joy because he helped introduce 
it into broadcasting after it had been 
primarily in print. 

Mr. O’Dea came to SSC&B last 
October and buys for Mrs. Filbert’s 
margarine, salad dressings and may- 
onnaise and for Carter Products’ Rise 
Instant Shave. 

Mr. O’Dea feels that despite the 
“intangible marketing advantage of lo- 
cal programs—they are identifiable and 
therefore easily merchandised to the 
trade—spot has the virtue of reaching 
more people more often with the same 
amount of money as a local program 
would cost. And whereas an invest- 
ment in a program represents a long 
commitment, I prefer, where we are 
dealing in changeable situations, the 
flexibility of a spot announcement 
which can be canceled in two weeks.” 





and run from 10 days to two weeks 
with fairly good frequency. Phyllis Brodie 
is the timebuyer. 


EMERSON RADIO & PHONO- 
GRAPH CORP. 


(Gore, Smith & Greenland, Inc., N.Y.) 


This company has not been using much 
spot lately, but it is understood that it 

is now considering spot tv in selected 
markets. Murray Platte, media director, 
is the contact. 


EXQUISITE FORM BRASSIERE, 
INC. 

(Grey Advertising Agency, Inc., N. Y.) 
This company’s effort at arranging a 
barter buy didn’t come through. It is, 


however, buying schedules in selected 
markets. Robert Hoffman is the timebuyer. 


FULHAM BROTHERS, INC. 


(Doherty, Clifford, Steers & 
Shenfield, N. Y.) 


The recent six-week test for FOUR 


FISHERMAN frozen-fish products is over 
(see Spot Report July 15). It is very 
likely that some spot will be started soon 
in several markets. Sam Vitt is the 
timebuyer. 


GENERAL MILLS, INC. 
(Dancer-Fitzgerald-Sample, Inc., N.Y.) 
GOLD MEDAL FLOUR is getting an extra 


push via tv spot in southern markets. 
This drive will run in waves; length 
and strength have not yet been disclosed. 
Richard Boege is the timebuyer. 


GLAMORENE, INC. 
(Product Services, Inc., N. Y.) 


The firm began its heavy fall push on 
Sept. 16, and is expected to be in a total 
of 80 markets. Lester Blumenthal, executive 
vice president, is the contact. 


GREYHOUND CORP. 
(Grey Advertising Agency, Inc., N. Y.) 


The west-coast schedules are finally getting 





ne 














Justin Gerstle, timebuyer at Ben- 
ton & Bowles, Inc., New York, 
places spot for Procter & Gam- 
ble’s Tide. 


on the road. They will be running in 
about 35 markets in California, Oregon, 
Washington, Utah, Arizona, Nevada 

and Colorado. Joan Rutman is the timebuyer. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


It is understood that REGULAR MAXWELL 
HOUSE coffee has been making some 





Sales Express 


That 20-mule team out of 
Death Valley made the trek 
across the Pacific back in 1954. 
It’s a smash in Honolulu. 

The show, Death Valley Days, 
started in January of °54 on 
KGMB-TV Honolulu, sponsored by 
Borax and Boraxo. 

Says Marc Sessions, western 
sales manager, 20 Mule Team 
Products Division, United States 
Borax & Chemical Corp., “Our 
sales the two previous years on 
these two products were about 
the same each year. In 1954, 
with the effective help of your fa- 
cilities, sales more than doubled. 
Actually, the increase was 140 
per cent.” 

And in 1955, he says, sales 
again jumped over the previous 
year, this time by 75 per cent. 
In °56 the rise was 78 per cent 
over °55. 

And the 20-mule team is still 
taking on steam. Rating, accord- 
ing to the station, jumped from 
23.2 in June of °56 to 31.5 in 
February °57. 











additional buys. Roger Clapp is the 
timebuyer. 


GROCERY STORE PRODUCTS, 
INC, 


(Ted Bates & Co., Inc., N. Y.) 


This company is starting its fall spot tv 
drive in October, using minutes in major 
markets. Leonard Soglio is the timebuyer. 


HENRY HEIDE CANDY CO. 
(Kelly, Nason, Inc., N. Y.) 

Has been asking for availabilities in New 
York, Boston, Philadelphia and Chicago. 
The aim is to get under way before 
Oct. 1 with a 13-week campaign of 
participations in kids’ shows. Walter 
Simons is the timebuyer. 


HEUBLIN, INC. 
(Bryan Houston, Inc., New York) 


The company’s cereals, MAYPO and 
MALTEX, are being featured in tv spot 
schedules being bought in some 20 
markets. These placements consist mostly 
of day time minutes, with some night 
minutes. Harold H. Dobberteen, vice 
president and media director, is handling 
the buying. 





LEVER BROS. CO. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y. ) 

There is still some activity here, with the 
company continuing to fill in markets for 
WISK. Doug Yates is the timebuyer. 


LEVER BROS CO. 

(Foote, Cone & Belding, N. Y.) 
The fall placements for IMPERIAL 
MARGARINE are starting to be made. 
The buying is now picking up momentum 
since the timebuyer, Penny Simmons, has 
returned from vacation. 


MONARCH WINE CO. 

(Lawrence C. Gumbinner, Inc., N. Y.) 
The fall drive will get going Oct. 1 for 
13 weeks in about 35 markets. Schedules 
will consist of day and night minutes and 
20’s. Gail Myers is the timebuyer. 


MORTON PACKING CO. 

(Ted Bates & Co., Inc., N. Y.) 
Schedules for this company’s POT PIES 
are being placed at this time for a start 

as soon as possible. Leonard Soglio is the 
timebuyer. 





CBS BASEBALL 


GAME OF THE WEEK 
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PHOENIX 


Ah 


ARB JUNE, 1957 
CBS and KOOL-TV dominate the Phoenix four- 
station market in every ARB and PULSE for 2 years. 


KOOQOL- TW 
CHANNEL 10 Phoenix, Arizons 


NATIONAL REPRESENTATIVE — GEO P HOLLINGBERY 
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Gets Top Ratings on 
WSB-TV, Atlanta 
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GOVERNOR TELEVISION 


151 West 46th St., N.Y.C. 


JUdson 6-3675 





















Every day 


Cleveland 
ames. 

Call your 

formation. 








Every day—more National Advertisers are 
recognizing the BIGNESS of WMUR-TV. 


— more National Advertisers are 


buying time on WMUR-TV. 

And with nearly 1,000,000 TV homes in The 
Central Area of New England WMUR-TV is 
a NATURAL—Low in cost, fine program- 


as, and oer service. 
EXCLUSIVE COVERAGE in C.A.N.E. for the 


Browns Professional Football 


FORJOE office for detailed in- 


GJ errs verwon n@ 


CITTEA] -~-9 


Manchester, N. H. 





JEANNE SIMPSON, who is expect- 
ing a baby, will be leaving Doyle Dane 
Bernbach, Inc., New York, in mid- 
October, having been with the agency 
for two-and-a-half years. Over that 








period she has bought for Polaroid, 
Chemstrand, Venus pens and pencils, 
Levy’s bread, Regal shoes, and Good- 
man noodle products. Most of her ac- 
counts will be taken over by Jan 
Stearns and Jerry Sachs, with Mr. 
Sachs assuming the bulk of them. 


ROBERT TURNER, assistant to 
head timebuyer Beth Black at Cohen 
& Aleshire, Inc., New York, was mar- 





Personals 


ried on Sept. 15 to Dolores Seaman. 
Mr. Turner does buying on _ the 
agency’s Grove Laboratories accounts. 


MARY FERRITER has joined the 
San Francisco office of Guild, Bascom 
& Bonfigli. In her post as media di- 
rector she will handle Heidelberg, 
Breast-O’-Chicken and Max Factor. 
Miss Ferriter, formerly media manager 
at Botsford, Constantine & Gardner, 
also San Francisco, has been in ad- 
vertising since 1949. 


ELAINE SCHACHNE WHALEN 
will take a three-month maternity 
leave beginning at the end of Octo- 
ber. Mrs. Whalen, who has been with 
Emil Mogul Co., Inc., New York, for 
four years, became chief timebuyer a 
year ago. She currently buys mostly 
on Revlon and acts as adviser on other 
accounts, 


JOHN GRAY, timebuyer at J. 
Walter Thompson Co., New York, has 
been transferred from the Scott paper 
to the Lever Bros. account. He will 
be working with Tom Glynn, John 
Sisk and Richard Munson under Jack 
Green, associate media director. Mr. 
Gray has been with the agency since 
January. 








NARRAGANSETT BREWING CO. 
(Cunningham & Walsh, Inc., N. Y.) 


To replace a film series that expired in 
Boston, the firm is using Guild’s CAPTAIN 
GRIEF, which it is sponsoring in four 

other New England markets. Jerry Sprague 
is the timebuyer. 


NEW YORK STOCK EXCHANGE 
(Calkins & Holden, Inc., N. Y.) 


The Exchange is finally ready to use spot tv 
this fall (see Spot Report Aug. 12). 











/t5 time fo roll up your sleeve... 


i GIVE 
LOOD 






PES AE 
CALL YOUR RED CROSS TODAY! 


NATIONAL BLOOD PROGRAM 
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One of the two markets to be used in this 
test is Buffalo, with the other yet to 
be selected. Robert Rowell is the timebuyer. 


NORTHEAST AIRLINES, INC. 
(J. Walter Thompson Co., Inc., N. Y.) 


The agency doesn’t take over this account 
officially until Oct. 10, but plans should 
be ready on or before that date. The 
company has been using five-minute news 
shows in Boston and Miami and 
announcement schedules in Washington. 
Officials of the airline state that Northeast 
will increase its use of broadcast media, 
including spot tv. Other markets along 
the Northeast route, in addition to the 
three mentioned above, are Philadelphia, 
Baltimore, Tampa, St. Petersburg and 


and Jacksonville. Sam Scott is the timebuyer. 


OAKITE PRODUCTS CORP. 
(Calkins & Holden, Inc., N. Y.) 


This company has started an eight-week 
spot campaign of daytime minutes and 
20’s in Philadelphia and Los Angeles. 
Robert Rowell is the timebuyer. 


OZROW PRODUCTS CORP. 
(Gore, Smith & Greenland, Inc., N.Y.) 
There should be some test markets coming 
up soon for this maker of a new car 
washer. Murray Platte, media director, 
is the contact. 




















Three executives break ground for 
tower number three in Amarillo. 
Spadework and supervision for Kv 
Channel 7’s 843-foot tower is by (l. 
to r.) John I. McCary, board chair- 
man, Southwest States, Inc., the sta- 
tion’s sponsor; Herbert Hoff, field rep- 
resentative for RCA, which is pro- 
viding equipment; and Murry Woro- 
ner, president, Southwest 
January 1 is broadcast target. 


States. 


PROCTER & GAMBLE CO. 
(Benton & Bowles, Inc., N. Y.) 


The nighttime placements for TIDE have 
been made in about 50 markets. They 
were limited to several regions of the 
country, and how long they will run is 

not yet determined. Justin Gerstle is the 
timebuyer. 


PROCTOR ELECTRIC CO. 
(Weiss & Geller, Inc., N. Y.) 


The fall drive for Proctor, mentioned Aug. 26 
Spot Report, has been expanded. From the 
22 market coverage it started out with, 
the company is going in over 40 markets. 
There is talk that in the future the firm 
might try for a network show. Jack Geller 
is the timebuyer. 








Time Changes 


Blair-Tv, national representa- 
tives, has sent some 1,500 time- 
change maps _ to 
around the country. 

The Broadcaster’s Time Change 


timebuyers 


Guide Map was researched for 
Blair by the National Time Re- 
search Institute. The rep firm has 
an exclusive contract covering 
time-change information in 
broadcasting with the research 
organization. 














WHICH TV STATION 


























SOUTH BEND? 


THE SOUTH BEND-ELKHART TELEVISION AUDIENCE 





PROGRAM 


WSBT-TV 


STATION “A” | STATION “B” 








I Love Lucy 

I’ve Got A Secret 
Red Skelton Show 
Perry Como Show 
G. E. Theatre 
Hitchcock Presents 
Playhouse 90 
December Bride 
Gunsmoke 
$64,000 Question 
Climax 

Lassie 

The Millionaire 
Brave Eagle 

Zane Grey Theatre 
Your Hit Parade 
Jack Benny 

Ed Sullivan 

The Lineup 
Loretta Young 
Burns and Allen 
Bob Cummings 
People Are Funny 
What's My Line 
To Tell The Truth 





57.5 
44.5 
43.1 


41.7 
40.9 
40.5 
39.6 
39.0 
39.0 
36.9 
36.4 
35.2 
33.5 
32.5 


3 1 » 4 
31.4 
30.3 


29.5 
29.1 


28.5 
28.5 














Latest ARB Rating — April 21 thru April 27 





WSBT-TV carries 14 of the top 15 television shows in the South 
Bend market; 21 of the top 25; 37 of the top 50! One audience 
study after another proves that WSBT-TV dominates the South 
Bend television picture. You just don’t cover South Bend unless 


you use it. Write for detailed market data. 


CBS... 


PAUL H. RAYMER CO., INC., NATIONAL REPRESENTATIVES 


WSBT; 


A CBS BASIC OPTIONAL STATION 





SOUTH 
BEND, 
IND. 


CHANNEL 


34 
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PROCTER & GAMBLE CO. 
(Compton Advertising, Inc., N. Y.) 


CRISCO schedules have been started in 
about 25 markets and are slated to have 
a long run. Graham Hay is the timebuyer. 


REVLON PRODUCTS CORP. 
(Emil Mogul Co., N. Y.) 


The firm is going to branch out its spot 
coverage for TOP BRASS, which was 


WDXI-TV 


JACKSON, TENNESSEE 




















Covering half million = 
people in the mid-South = 


CHANNEL 7 
Represented by Venard, 
Rintoul & McConnell, Inc. 
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You must use the most POWERFUL 
Station in Northeastern Pennsyl- 
vania’s Rich 17 County Area to 
really cover the market. 


* WILK-TV Reaches better than 
85% of the 314,984 sets in its cover- 
age area! 


® WILK-TV peaches more 
nity cable subscribers than any other 
— in the Wilkes-Barre-Scranton 
rea! 


* WILK-TV Provides clearer “line- 


of-sight” to all important surrounding 
population centers than any other 
Station in the area! 





* WILK-TV Carries your message 


from Reading to New York State— 
from Lock Haven-Williamsport Area 
to New Jersey! 


1 MILLION + WATTS 


GET THE FACTS! 








Wilkes-Barre 


Scranton 
Call Avery-Knodel, Inc. 
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Robert Rowell, Calkins & Holden, Inc., 
New York timebuyer, does the buying 
for New York Stock Exchange and 
Oakite Products Corp. 


spot-tested during the past few months. 
It is known to be looking at buys on 

the west coast. Mrs. Elaine Whalen is the 
timebuyer. 


REXALL DRUG CO. 

(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 

There have been some indications that this 
drug firm will be “coming east” to make 
spot placements. Heretofore, spot buys 
have been confined to the west coast. 

At this point there is no more definite 
information. Doug Yates is the timebuyer. 


RONSON CORP. 

(Norman, Craig & Kummel, Inc., 
N. Y.) 

The company is starting sponsorship of the 
15-minute NBC-TV News on Sept. 23. 

It is also looking into five-, 10- and 
15-minute news-weather-sports shows in 
markets where the network doesn’t hit. 
Jeanne Sullivan is the timebuyer. 


SHULTON, INC. 
(Wesley Associates, N. Y.) 
It has been asking for availabilities for 





Remote TV 


You might call it KOsA-TV 
Odessa-Alpine, even though the 
latter city is 125 airline miles 
from the transmitter. 

Alpine, situated in west Texas 
at the entrance to the Big Bend 
National Park country, gets a 
sharp picture on channel seven 
from the Odessa station. 

The picture is so sharp, in 
fact, that a group of Alpine mer- 
chants have bought five late 
weathercasts a week on KOSA-TV. 
the shows 
promote Alpine as a vacation 
spot (The Roof Garden of 


Texas) and, of course, merchan- 


Commercials on 


dise. 














starts as soon as possible. This spot drive 
will be in addition to the company’s 
network shows. Joseph Knap, media 
director, is the contact. 


SHWAYDER BROTHERS, INC. 
(Grey Advertising Agency, Inc., N. Y.) 
A spot campaign for SAMSONITE luggage 
is being set to get under way around 

Oct. 21. No other details available at this 
time. Jerry Firestone is the timebuyer. 


TEXAS CO. 

(Cunningham & Walsh, Inc., N. Y.) 
The buying for the next flight, as predicted 
in Spot Report July 15, is now getting 
under way. Should start at end of 
October and run for four weeks, as did 
earlier runs. Jerry Sprague is the timebuyer. 


WARD BAKING CO. 

(J. Walter Thompson Co., Inc., N. Y.) 
This bread company is starting its fall effort 
in October in a number of selected 
markets. Mario Kircher is the timebuyer. 


WARNER-LAMBERT 
PHARMACAL CO. 

(Norman, Craig & Kummel, Inc. 
We a5) 

For BLISS HOME PERMANENT the 


company has just finished a two-week 
spot campaign in 58 major markets. Action 
for the product will next be concentrated 

on the firm’s network shows. Rene Ponik 
is the timebuyer. 


THOMAS J. WEBB COFFEE Co. 
(Rutledge & Lilienfeld, Inc., Chicago) 


The firm has appropriated the largest 
advertising budget in its history. 

It is currently running a multi-media cam- 
paign, including tv spot, mostly concen- 
trated in the Chicago area. Frances L. 
Hickey, media director, is the contact. 
WHITEHALL PHARMACAL CO. 
(Ted Bates & Co., Inc., N. Y.) 


For ANACIN the company is asking for 
availabilities for an October start. 
Meanwhile, PREPERATION H is still 
picking up markets whenever anything 
comes along for them. Nat Gayster is the 
timebuyer. 


GENERAL FOODS 
KRAFT HEINZ 
BORDEN’S 
_ QUAKER OATS 


use KTRE-TV to sell 
Lufkin and East Texas 


~KTRE-TV | 
Lufkin, Texas 


Represented by Venard 
Rintoul & McConnell, 
Inc. € 











~~ 





Geyer (Continued from page 37) 


34.1-per-cent increase over the 57,297 
units sold in the comparable period of 
the preceding year. 

Geyer some time ago acquired the 
Hudson account to bring all American 
Motors divisions into the agency. This 
includes the Metropolitan, built in 
England to American Motors’ specifi- 
cations and—according to the agency 
—the second most popular foreign car 
on the U. S. market. Geyer has long 
served the Nash and Rambler car di- 
visions, and has been the agency for 
American Motors’ Kelvinator and 
Leonard home and commercial ap- 
pliances for many years. 

The Rambler commercials should 
not be construed as an indication that 
Geyer isn’t interested in the hard sell. 
Also on the client roster is Boyle- 
Midway, Inc., a division of the Amer- 
ican Home Products Corp. and one of 
the giants in manufacture and distri- 
bution of household, personal and 
gardening products. The tv selling 
crescendo is reached in commercials 
for Griffin. shoe polishes, Black Flag 
insecticides, Aero Shave, Wizard hair 
spray and other products under this 
brand, and Easy-off oven cleaner, 
Antrol insecticides and other garden- 
ing products. 

Frank A. Kearney, Geyer vice pres- 
ident and supervisor of the Boyle- 
Midway and American Home Foods 
accounts, was an early believer in 
television. Effective use of the medium, 
from the earliest sponsored shows, for 
many of the Boyle-Midway products 
has been instrumental in bringing sales 
to new highs. Boyle-Midway, Inc., 
makes extensive use of both day and 
night time on both NBC-TV and CBS- 
3, A 

It’s not hard to understand the tv 
outlook at Geyer with a little investiga- 
tion of the top men concerned with the 
air medium. Some have been ad men 
all the way. Three were newspaper- 
men. One was a disc jockey. Another 
was a writer for a film producer. And 
there is a sizable passel of midwester- 
ners—agency president Sam Ballard 
is from Elwood, Ind.; Mac Mitchell 
was born in Los Angeles but raised 
in Fayette, Mo.; Ray Mauer was born 
in Detroit; Lee A, Emmerich, tv-radio 
production manager, is out of Marsh- 


field, Wis. 

Mr. Ballard joined the agency in 
1953 as vice president and chairman 
of the account policy committee. 

Frank Kearney’s first advertising 
job was with Calkins & Holden, where 
he remained for 17 years. From there, 
he went to Churchill-Hall, then to 
Blackett, Sample & Hummert and later 
to Dancer-Fitzgerald-Sample as execu- 
tive assistant to the president, member 
of the plans board and also account 
executive for Boyle-Midway. Then he 
moved to W. Earl Bothwell, where he 
was executive vice president, chairman 
of the plans and copy committee and 
account supervisor, his accounts in- 
cluding Boyle-Midway and American 
Home Foods. 

With Geyer since 1952, Mr. Kearney 
is an account supervisor and a member 
of the board of directors. 


Mauer Came in 1955 


Ray Mauer, a graduate of the Uni- 
versity of Detroit, has been a writer 
producer for Archer Productions, the 
head of Campbell-Ewald’s tv services 
in New York and a radio-tv writer- 
producer at both BBDO and Cunning- 
ham & Walsh. 

He came to Geyer as director of 
radio & television in 1955, and a year 
later was promoted to vice president 
and assistant creative director. His 
radio and tv shows have won awards 
from the New York Art Directors 
Club, Ohio State University, the Na- 
tional Safety Council and the Alfred 
P. Sloan Foundation. 

Thomas F. Brennan—“Doc” to most 
of the advertising world—is a key 
man on clients’ television activities, as 
well as on other copy. A Massachusetts 
man and graduate of Holy Cross Col- 
lege, “Doc” has been a copywriter at 
the Kudner Agency, copy chief at 
Maxon, Inc., and copy director at 
Ruthrauff & Ryan, Inc., before joining 
Geyer early in 1956. 

Ralph H. Sinclair is responsible for 
much of the agency’s creative copy 
work. A former vice president and 
copy director at Ruthrauff & Ryan, 
Ralph began his business career in 
merchandising with Butler Bros., then 
turned to a newspaper job on the old 
New York World and later edited The 
Hotel Bulletin. His advertising dossier 
also includes copywriting at Ted Bates 


& Co. and at Maxwell Sackheim, Inc. 
He is a native New Yoker and a grad- 
uate of Columbia University. 

Geyer’s tv-radio production man- 
ager, Lee Emmerich, a University of 
Wisconsin graduate, went from college 
to the international division of NBC— 
which later fell under the jurisdiction 
of the Office of War Information—as 
a writer, commentator and producer. 

He left NBC in 1943 to join the 
Air Force and become a B-17 pilot. 
After the war, he went back with NBC, 
then to waaT Newark as a disc jockey, 
later to WKOX Framingham, Mass., as 
station manager. 

He was an independent producer 
when he joined Geyer as production 
supervisor of live shows in 1953. Last 
year he was named to his present job. 

Film supervisor James Harkey, a 
native of Plainview, Ark., joined Geyer 
in 1954 after three years as a film 
producer for McCann-Erikson. He 
works with the art director and copy- 
writers under the Geyer creative meth- 
od. His has been an important role in 
the Rambler, Kelvinator, Boyle-Mid- 

(Continued on page 68) 
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Geyer (Continued from page 67) 


way and Olivetti Corp. of America 
films. 

The dean of the agency, and indeed 
a dean of the industry, Bertram Birch 
Geyer, is himself from a place a good 
stretch west of Madison Avenue. The 
story of the rise of Geyer Advertising 
from a three-man operation in Dayton 
to a national force in advertising starts 
with the man who got the nickname 
“Pat” from his birthday, the eve of 
St. Patrick’s Day. 

In 1911, he and his father, Charles 
J. Geyer, rented a corner of a Dayton 
real-estate office, hired a bookeeper 
and offered their ad services to the 
local business men. An iron railing 
distinguished their operations from 
the realtors. Clients and budgets were 
small. Most business was in the local 
newspapers. 

From those early days, Pat has pio- 
neered many new techniques of ad- 
vertising and promotion. He has 
played a key role in building some of 
the country’s largest industries and 
companies. He was leader in establish- 





No matter how 
you slice it! 











Rochester, New York 
Area 13 Counties 


22.3% MORE NIGHTTIME 
CIRCULATION* 


*Homes Reached Once A Week 
Neilsen #2 Spring 1956 


than the other Rochester Channel 
Whether interested in Market Coverage, 


Daytime Circulation or Nightime Circulation, 
we frankly don’t know. Choose whatever 
yardstick you wish .. . pick your method and 
you'll find it stacks up for WROC-TV. 

WROC-TV and only WROC-TV can guarantee 
maximum circulation throughout the Roch- 
ester AREA. 


WROC-TVcuarnex 5 


A Transcontinent Television Corporation Station 
Represented Nationally By 
PETERS, GRIFFIN, WOODWARD TELEVISION SALES 
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ing the Advertising Research Founda- 
tion as an important arm of the ad 
industry and has served as its chair- 
man. 

Because of his pioneering in tech- 
niques, Geyer was one of the first 
agencies to be recognized for its re- 
search and merchandising services as 
well as its ad skill. The agency has 
long maintained full-time economic 
research, which has often provided ac- 
curate forecasts of business trends for 
its clients. 

Geyer began to roll in 1915 when 
it snared such major accounts as 
Comer Manufacturing, the Dayton Fan 
& Motor Co. and American Products. 
Later came Delco Light and Frigid- 
aire of General Motors. 


Came to New York 


After it bought out the Paul L. 
Cornell Co. in 1933, the agency came 
to New York. First offices were in the 
New York Central Building. 

In May ’35 the main offices of the 
agency—then known as Geyer, Cornell 
& Newell, Inc—were shifted from 
Dayton to New York. In September 
of that year the Detroit branch office 
was opened. It now services the auto- 
motive and refrigeration accounts of 
American Motors. 

In the spring of last year, in a move 
to expand agency operations, some 
40 executives and key employes bought 
a substantial interest in the agency. It 
was at this time that Sam Ballard was 
elected president. Pat Geyer continues 
as the active chairman of the board. 

What’s in the future? President 
Ballard says: 

“We have the potentials for great 
growth, because we have here the 
principals, the background and the 
people upon which such growth can 
be built.” 

And Pat Geyer takes cogent notice 
of a problem that few have con- 
sidered: 

“One of the difficult problems facing 
the advertising business is that, no 
matter how great our national spend- 
able income grows, there will still be 
only 24 hours in a day. 

“We can’t hope that the public will 
devote many more of those hours to 
advertising than they are today. So 
every hour will have to sell more 
goods. 


“However complicated an agency 
structure may be, how far-flung its 
facilities, management must always 
recognize that the final objective is an 
idea, and a way of presenting it, that 
works most effectively on the largest 
possible segment of a market, in the 
least possible amount of time. 

“This applies to print as well as to 
broadcast media. It applies to packag- 
ing and display. It applies to mer- 
chandising and marketing. 

“Every member of an agency team 
must be seeking the same ultimate goal: 
the utmost efficiency in the use of the 
public’s time.” 





Foreign (Continued from page 39) 


eye of the Electrischedickunddunn- 
gesellschaft remains on duty. (BALDUR 
shrugs and disappears without a word, 
while GRETE turns to address screen. 
She speaks earnestly.) 

Install the warning devices of Elec- 
trischedickunddunngesellschaft in your 
home, too, my Lords and Masters, and 
you will not have to worry. Also, you 
will not put ideas into the heads of 
us poor wives by constantly harping 
on the subject, like my poor Hans. 
Such a dummkopf deserves no better. 
But you are schmarter, no? So, let 
these electronic miracles set your mind 
at ease and let you rest in peace for- 
evermore. 

ANNOUNCER (Appearing beside 
GRETE): Also, have you not found 
them useful yourself, Grete, as a 
woman? 


GRETE: What do you mean, “as a 
woman?” How else could I find them 
useful? (She wriggles slightly) Do I 
look like a male gorilla to you, per- 
haps? 

ANNOUNCER: Certainly not! Oh, no! 
But I mean as a woman doing woman’s 
work. Don’t the electronic devices help 
you in the kitchen? 

GRETE: Oh, that’s right! I nearly for- 
got. In the kitchen they act as timers 
and warn you just when is long 
enough to cook a roast or spaghetti 
or something. They boil eggs for you, 
too. Very useful for cooking, I find 
them. 

ANNOUNCER: So, you see, my friends, 
when you install the new electronic 
miracle made by Electrischedickund- 
dunngesellschaft you can sleep and eat 





» 











well at the same time. See your dealer 
today! 


END 
FRENCH SHOOTING VERSION 


(Open on artistic film clip of scene 
in Parisian park, showing squirrels at 
play.) 

ANNOUNCER (voice over): Have you 
ever observed how the squirrels in the 
park are ever alert to the nuances of 
the moment? They seem to see and 
hear everything, and react by a species 
of inborn natural radar. (Cut to shot 
of alert stag in the forest.) All Nature 
has the unseen power of observation to 
know when danger is near. (Stag 
bounds away.) Man alone is without 
these internal antennae for the presence 
of danger. And who has greater need 
for such assistance than man him- 
self? Now at last help is at hand. In 
this Age of Electronics the mind of 
man has at last achieved external help. 
Is this external help, this new faculty 
of man, useful? Decidedly useful! Let 
us see how it serves to preserve peace 
and decorum in the homes of civilized 
people. 

(Cut to identification shot of home of 
PIERRE SOT, then move in through 
window for shot of loving couple ex- 
changing energetic endearments.) 
MADAME: I cannot bear to see you go, 
mon cher. 

MONSIEUR: I know, I know, but it 
is definitely necessary that I go to work 
sometime. 

MADAME: It is torture to be separated 
from you. 

MONSIEUR: It is kind of funny for 
you to be so kind, madame—but I 
must go, no? 

MADAME: Yes, I suppose you must. 
MONSIEUR (significantly): Because no 
one will support me properly. 
MADAME: People are cruel, but what 
can I do? There are no funds. 
MONSIEUR: Exactly. So I must go, no? 
MADAM (embracing him): No, no, not 
yet! (A loud ringing is heard at the 
door.) 

MONSIEUR (frightened): What’s that? 
MADAME (nonchalantly): It’s just 
the Electrischedickunddunngesellschaft 
electronic warning device going off at 
the door. 

MONSIEUR (scared): 
mean? 

MADAME (nonchalantly): It means my 
husband has returned unexpectedly. 
But do not alarm yourself. (She re- 


What does it 


leases his Adam’s apple and seizes a 
copy of “L’Illustration,” instead.) We 
are civilized people, no? 
MONSIEUR (nervously): 1 hope so. 
(An older man, wearing a homburg 
and a long square-cut beard, walks 
briskly across the set. This is PIERRE 
SOT.) 
MADAME: Oh, good morning, husband 
Pierre. 
PIERRE (raising hat politely): Good 
morning, my dear. And to you, mon- 
sieur! Forgive me for returning so 
suddenly, but the fact is I forgot my 
commutation ticket. 
MADAME (graciously): It was indis- 
creet, but fortunately no harm was 
done. (Cut to ANNOUNCER.) 
ANNOUNCER: And why was not any 
harm done? Because the Electronic 
Age saved the day! Otherwise the 
unnecessary suspicions of Pierre Sot 
might have been aroused, and that 
could have interfered with the together- 
ness of this fine family. . . . But, as 
you see, now there is no problem. And 
there is one more thing I must men- 
tion. (calling) Madame, madame. 
MADAME (off screen) : What is it? 
ANNOUNCER: I am to ask you some- 
thing more about the usefulness of 
the product. 
MADAME (impatiently) : Oh, what is it? 
ANNOUNCER: Do you use it in cooking? 
MADAME: What? 
ANNOUNCER: Do electronic warning de- 
vices help you in the kitchen? 
MADAME: Don’t bother me about 
kitchens at present. There are chefs 
for this purpose. 
ANNOUNCER (to screen): I see madame 
is occupied. But I can tell you myself 
that though the French are the best 
cooks in the world, many of the 
best chefs in Paris use the elec- 
tronic devices of Electrischedick- 
unddunngesellschaft to time their 
roasts and sauces. See your dealer, if 
you have time, today. 

END 


ITALIAN SHOOTING VERSION 
(Open on peaceful shot of cottage 
scene in sunny Italy. Move in for 
shot of peasant cooking spaghetti. 
From time to time he casts baleful 
glances at doorway right, whence 
issue peals of feminine laughter. Dur- 
ing all this there is an ominous under- 
tone of tragic music from the more 
gory parts of “Cavalleria Rusticana.” 








The message of the music is definitely 
“watch out, there is real trouble 
ahead.” After this mood of imminent 
tragedy is established, we hear the 
voice of the COMMENTATOR, who re- 
mains unseen.) 
COMMENTATOR: This is apparently a 
peaceful scene, no? Pietro, a wealthy 
peasant chef, is preparing spaghetti 
and meatballs for a gay party in his 
home. That’s how things look on the 
surface. But Pietro is not peaceful. 
His heart is seething like that kettle. 
(Close-up of boiling water in kettle. 
Then we catch a glimpse of PIETRO’S 
fierce face as he hurls spaghetti into 
the boiling water.) 
COMMENTATOR: Why is Pietro angry? 
Because he suspects foul play amid 
the ravioli. A young man has been 
courting his daughter. Good! Pietro 
does not mind that. But this same 
young man has also cast sheik’s eyes 
(cavaliere servente) at Pietro’s wife! 
And that is something Pietro minds 
very much. So he has arranged a 
party to get even. Now he is torn 
between two duties. To defend his 
reputation as a chef, he must cook 
(Continued on page 70) 
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Foreign (Continued from page 69) 


the spaghetti and the sauce just right. 
Not a moment too long, not a moment 
too short. But he also wants to be in 
the living room, to defend his honor 
as a husband. Can he do both? Can he 
be a good cook and a good husband 
at the same time? Watch and see! 

(A bell rings on the stove and PIETRO 
smiles. He adjusts dial.) 
COMMENTATOR: What’s that? A bell 
announces the sauce is finished to a 
turn. Now Pietro does not have to 
worry about that part. So now he sets 
dial for spaghetti alone. 

(Suddenly, amid laughter, a very loud 
alarm goes off in direction of living 
room. PIETRO does not hesitate an 
instant. He seizes a large butcher 
knife and dashes through doorway 
right. The “Cavalleria” music swells 
up to a gigantic sob. The crescendo 
ends in a dismal human howl of pain. 
Then pietRO, knife in hand, returns 
with a big smile on his face. The 
music goes into the Triumphal march 
from “Aida.”) 

PIETRO (proudly): I got heem just in 
time! 

(Bell on the stove causes PIETRO to 
drop the knife and rush to the stove 
and rescue the spaghetti.) 


The Soft Sell 


COMMENTATOR (on camera): Dear 
viewer, do you realize what has hap- 
pened? What has made this simple 
human drama come off so successfully ? 
How can Pietro be in two places at 
the same time? First he cooked the 
sauce in the kitchen. All right! Then 
he cooked the goose, or gander, I 
should say, of the vile interloper in 
the next room. Finally, he came back 
just in time to take care of the spa- 
ghetti, at just the right moment. Do 
you know what made it all possible? 
It was the miraculous electronic warn- 
ing devices of the Electrischedickund- 
dunngesellschaft that guided him! He 
knew their value, and he is just a 
peasant. You are a man of cul- 
ture. Do you not owe yourself the 
same protection? Of course, you do. 
Install them and protect your honor 
in every room of your house. Your 
dealer is waiting to see you at your 
convenience. 
END 


Auto 


compare the old auto trends with the 
new Dodge and Plymouth lines. Pro- 
duction of the script is supervised by 
Batz-Hodgson-Neuwoehner Advertis- 
ing Agency of St. Louis. 

“We've finally found the most effec- 
tive medium for reaching potential 
customers,” the sales manager of 
Cooper Auto Sales, of Redding, Calif., 
said after one telecast on KHSL-TV 
Chico. 


(Continued from page 42) 


Sold 13 Cars 


Following the first telecast of a half- 
hour program series on KHSL-TV the 
firm sold all of the 13 cars advertised 
while additional inquiries led to other 
sales. 

On wnsc West Hartford Dworin 
Chevrolet sponsors the news with 
Barry Barents at 11 p.m. two days a 
week. American Motors, Dodge dealers 
of the area, has co-sponsored The Late 
Show featuring 20th Century-Fox 
movies at 11:15 p.m. Saturdays for the 
past year and a half on the same 
station. Grody Chevrolet uses periodic 
saturation spot campaigns at intervals 
on WNBC. Plymouth Auto Mart is plan- 
ning to use an all-night telethon on the 





Eanes Changes 


Daniel J. Korman, left, has 
been elected president and treas- 








urer of Cabell Eanes, Inc., Rich- 





mond ad agency. He succeeds 
Joseph C. Eanes, founder, who 
has sold his interest. 

F. Whitton Morse (right) has 
been named executive vice presi- 
dent and secretary. 

Mr. Korman has been with the 
agency since shortly after its 
founding in 1947. Mr. Morse has 
had 24 years in newspaper, pub- 
lic relations and advertising. He 
joined the agency in 1951. 

















St. Louis Metro Motors sponsor Hiram 
and Sneeb reviewing humorous stories 


in the news on KTVI. 


station in November. The telethon will 
be similar to a successful show for the 
same sponsor which was staged in 
1955. 

In Philadelphia, McCafferty Ford 
Co. sponsors a 5-minute weather show 
(11:10-11:15 p.m.) on wcau-Tv Phila- 
delphia, a large segment of the Million 
Dollar Movie one night a week and a 
60-second spot in the same feature 
movie three other nights each week. 

The company has been on the station 
for the past year and a half. Commer- 
cials are delivered live by a local tv 
personality. Joseph McCafferty is prin- 
cipal executive of the company and J. 
Cunningham Cox, Inc., the agency. 
McCafferty also uses other tv schedules 
in the market (Tv AGE, Sept. 9, 1957). 

In Salt Lake City another Courtesy 
Motors (not to be confused with the 
Chicago firm of the same name) has 
been a consistent television advertiser 
on KSL-TV Salt Lake City since 1952. 
The firm sponsors two hours of live 
wrestling on the station each Friday 
and is co-sponsor of the baseball Game 
of the Week. A television advertiser 
the year around, Courtesy adds radio 
during the peak season but does not 
buy newspaper space. 

Spot commercials are live, running 
for around a minute and a half with 
special emphasis on “tomorrow’s” 
specials. Very few factory-type com- 
mercials are used. Clifford O. Gledhill 
is principal executive of the company 
with David W. Evans, advertising 
agency. 
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Schwimmer (Continued jrom 41) 


This honor (?) is unquestionably and 
irrevocably held by a guy out of 
Chicago. Schwimmer. 

It was called The Professor. And 
it happened this way. One day I am 
working in my office when I am 
honored by a visitation from my 
Upper Echelon. 

“We ought to get going on some- 
thing new,” spoke up Art Pickens, 
then my program director, now vice 
president in charge of programming. 

“Like what?” I answered. 

“Like something that has a chance 
to make a buck,” says Art. “Why 
don’t we quit trying to be offbeat and 
clever and come up with a thing the 
people really want. Like for instance 
a detective show.” 

“The latest figures in all the trade 
mags,” I said, “show that detective 
shows uniformly have the highest 
viewership.” 


“Begging for More” 


“And the stations are begging for 
more,” added Bernie Crost, then my 
sales manager, now vice president in 
charge of sales. (This was several 
years ago, as you may imagine. The 
stations are not begging for them 
now!) 

“We've got the know-how and the 
connections,” boomed another afici- 
onado. “Boy! How I'd like to sink my 
teeth into a real detective production.” 

“Yeah, all we’ve got to do is dream 
up a detective show that’s got a 
brand-new twist,” I scoffed, “or we’re 
no place. Let’s think this over plenty 
and kick it around some other time.” 

Next day, I called the boys in. 
“I’ve got it!” I said triumphantly. 
“The Professor. Our locale is a big 
city next-door to a suburb, seat of 
a big midwestern university. This 
school has one of those new crime 
labs that’s presided over by “The Pro- 
fessor’. The chief of police in Big 
Town disparages the prof and his 
‘scientific’ methods, but when the 
chief's up against a real tough case 
that he can’t solve, who does he 
always turn to? Old Fuddy-duddy 
himself. Of course, ‘The Professor’ 
always comes through—and it’s usu- 
ally as a result of some new-fangled 
detection device that he espouses. 











CRUMBLEY 





SELGER 


Headley-Reed Expansion 
Headley-Reed Co., national representatives, have opened a new 
St. Louis office and made several staff additions. In New York, Charles 
Dempsey, formerly with the WLW group, has joined the tv sales staff, 


KELLIHER DEMPSEY 


and Howard Selger, since 1954 senior research executive of ABC-TV, 
is now manager of the home office research department of Headley- 
Reed. William H. Shaw, formerly with the Chicago office, is manager 
of the new St. Louis branch at 915 Olive St. In San Francisco, Richard 
J. Kelliher has been added to the sales staff. The Atlanta office is now 
managed by George Crumbley, who joins Headley-Reed after nine 
years with wsB and wss-Tv. The Hollywood office has moved to larger 
quarters in the Taft Bldg., Suite #1111. 





“We'll get the cooperation of 
Northwestern University in Evanston 
and work in lots of shots of the 
buildings, the campus, etc., to give 
it the real academic flavor. It’s a 
natural. And it’s never been done 
before. What do you think?” 

“Great!” 

“Great!” 

“Great!” 

“Great!” 

“The kiss of death,” I sighed. “I 
guess the verdict is great and we'll 
have to take a crack at it.” 

It was 1951, and at that time a 
fair price to do a tv dramatic show 
was about $15,000 per episode. So 
about a week later, when Art 
Pickens and the boys barged in to 
report excitedly that they knew of a 
studio which claimed it could bring 
the show in for $4,500 per film, I 
thought they were on marijuana. 

But the boys showed me a plausi- 
ible budget breakdown, and _ the 
studio guaranteed the price. What’s 
more, one of the owners of the studio 
claimed to have once been a top 
assistant director under John Huston. 
He went with the deal. The $4,500 
covered everything except writer, and 
at that time $500 was a good price 
for a half-hour tv script. 

At this point, I must plead tv in- 
experience, plus a dash of stupidity. 
I figured the studio was on the level, 


the “director” was as_ represented, 
and my program guys knew what 
they were talking about. (Aside to 
Art Pickens: I know you know better 
now; so do I!) 

Subsequently, I went to New York 
and happened to mention the matter 
to Tom O'Neil. All Tom owned then 
was four or five radio stations, the 
Don Lee Network and a good chunk 
of General Tire and Rubber Company. 

“What do you estimate The Pro- 
fessor will cost?” inquired Tom. 

I thought to myself that Art and 
the boys had to be off on their 
figures. I better boost the ante a little. 
“$6,000 per show,” I said, “and it 
can’t help but be a big winner at 
that figure.” 

“Tl go for it,” said O'Neil. “I'll 
put up the money for the entire 
series. We'll work out an equitable 
co-partnership deal, but first let’s 
make a pilot. What will that cost?” 

“$10,000,” I ad-libbed. “That 
should do it.” 

“Go ahead,” said my “partner.” 
“We're in business.” 

I reported back to the boys. They 
acted like kids who had been given 
full rein at a candy counter. We 
were ready to go to work. 

“But let’s first buy some ‘insur- 
ance’,” I “Let’s get 
a writer who actually knows his 


admonished. 


(Continued on page 72) 
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Sch wimmer (Continued from 71) 


business. Someone with some real 
‘credits’.” 

Subsequently, Art came up with 
a guy from Hollywood. He had done 
a flock of big-time radio shows. He 
had written several important movies. 
We got our hands on one and 
screened it in a private projection 
room. The picture was a good one, 
in our estimation. And, sure enough, 
there was our writer’s name among 
the credits right there on the screen. 
I was convinced. He was hired. But 
we had to pay him $1,000, plus ex- 
penses. I figured it was cheap in- 
surance. 

Finally, we had a _ completed 
script. Don’t ask me how it was. To- 
day I probably would have found it 
unacceptable. Then, I thought it was 
okay. Maybe I even enthused about 
it. 

Our Big-Time Director now took 
charge. (Again we stepped into the 
act. We cast the show. We had a 
line on all the best talent in town, 
and we were not going to leave any- 
thing to chance.) 

The first scene was shot in the 
library of Highland Park, a Chicago 
suburb. (Boy, in those days you 
would get all kinds of sets and extras 
for free!) It took half a day to shoot 
a sequence that ran for about a 
minute in the film. I was there to 
“supervise.” From then on, I de- 
termined to stick to the office and 
leave everything to Art and the boys. 
This was too nerve-racking. 

From time to time, we screened 
some of the “rushes.” They looked 
very unkosher. My sales manager, 
Bernie Crost, and I started to be 
most apprehensive. We were told to 
stop worrying. 

“Wait until you see the completed 
show,” soothed The Director. “When 
it’s all put together, we'll have a 
Picture. You have nothing to worry 
about.” 

About two months later, The Day 
arrived. I was most pessimistic. But 
Art and the boys had had a sneak 
preview. They acted like the pro- 
verbial cat who had swallowed the 
canary. 

The film had now cost well over 
$10,000 of out-of-pocket expense (in 
spite of the studio’s guarantee), plus 


Hosts at a New York luncheon 
given by wtos-tv Asheville, N.C., 
for agency people were Lloyd Venard 
(standing l.), president of Venard, 
Rintoul & McConnell, Inc., station 
representatives, and Charles B. Britt, 
executive vice president of WLOS-TV. 
Among the agency researchers and 
timebuyers attending were (l to r): 


Don Ross, SSC&B; Carol Posa, 


the time of three of my people for 
two months, and miscellaneous office 
expense and overhead. 

We screened The Professor. 

I was astonished. I didn’t under- 
stand what it was all about! One 
scene didn’t seem to relate to 
another! The whole thing just didn’t 
make sense! 








Awards Firm 


Sylvia Spence Associates, a 
new company devoted exclusively 
to awards consultation and man- 
agement, began operations at the 
beginning of this month in of- 
fices at the Shelton Hotel, New 
York. Laying claim to being the 
first of its kind in the awards 
field, the organization will han- 
dle all phases of awards from 
their inception to final presenta- 
tion. 

Mrs. Spence has a 10-year 
background in radio and tv. She 
was with CBS Radio, managed 
the Fund for the Republic’s tv- 
script competition and for the 
past two years was director of 
the Robert E. Sherwood Televi- 


sion Awards. 
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BBDO; Lee O’Brien, BBDO; Ed Pa- 
pazian, BBDO; Marty Herbst, BBDO; 
Winnie Luzzi, D-F-S; Ira Weinblatt, 
D-F-S; Gerard Mulderrig, Venard, 
Rintoul & McConnell; Larry Hubbard, 
DCS&S; Jackie Da Costa, Ted Bates; 
Ed Kirschner, Ted Bates; Ruth Erik- 
son, Ted Bates, and Hugh Sebastian, 
Ted Bates. 

And the coup de grace was the 
credit at the end, “Produced by 
Walter Schwimmer.” “If we don’t do 
anything else,” I groaned, “that 
credit must come off or I am ruined 
forever!” 





With deep misgivings, I sent the 
film to Tom O'Neil. I told him that, 
in my opinion, our pilot was a flop. 
I released him from the deal. I told 
him, furthermore, that I would allow 
him the luxury of refusing to pay me 
the $10,000 he had guaranteed for 
the pilot. 

But he paid me (thank the Lord) 
and never one reproach! We released 
everything to him, my name was 
taken off the film, and we gave him 
the rights to the idea. (Incidentally, 
I still believe the basic idea for this 
detective show was a good one.) 

Six months later, a friend of mine 
reported he had seen the show over 
the facilities of wor-tv New York. 

“What did you think of it?” I 
finally had the nerve to ask him. 

“Very amusing,” said my friend 
enthusiastically. “Subtle. You have a 


fine flair for comedy!” 


Now I ask you, Mr. Embryonic Tv 
Entrepreneur: Do you still want to 
produce a television show? 























Football (Continued from page 32) 


this year and last: New York—$700,- 
000 to $589,000; Pacific Coast—$730,- 
000 to $700,000; Detroit—$365,000 
to $350,000; Green Bay—$330,000 
to $280,000; Chicago—$1.4 million 
to $1 million; Washington—$600,000 
to $340,000; Philadelphia—$245,000 
to $165,000; Pittsburgh—$225,000 to 
$165,000, and Baltimore—$125,000 to 
$125,000. 

When the subject of football or any 
major sport is discussed today, the 
immediate question is, “What about 
toll tv?” Bert Bell, commissioner of 
the National Professional Football 
League, is a stern backer of the free- 
tv system. He recently told the House 
Anti-trust Subcommittee that he is 
against fee tv. He commented that 
“the kids of this country are entitled 
to see sports free on tv.” 


Bell Enthusiastic 


Comr. Bell is unquestionably one of 
the most enthusiastic sports executives 
when it comes to tv. In an interview 
he gave Tv AGE, Comr. Bell described 
television as “terrific.” He noted that 
“results have been simply wonderful.” 
Pro football’s top executive has given 
television much of the credit for at- 
tendance records that the pro loop 
has been setting for the past six years. 

Income from tv and radio has ac- 
counted for a substantial part of the 
NPFL’s over-all take, although per- 
centagewise such broadcast rights have 
meant more to baseball. In 1956 total 
NPFL income was $12.3 million, with 
tv-radio accounting for $1.7 million of 
this. Generally, tv-radio accounts for 
about 15 per cent of each pro team’s 
income. In baseball, tv-radio rights 
can account for as much as 50 per 
cent of total revenue. 

That pro football in general regards 
television with some affection is fur- 
ther evidenced in a statement Edwin 
J. Anderson, president of the Detroit 
Lions, gave to the Wail Street Journal 
at the time of the House hearings. 

Mr. Anderson said: “It’s been one 
of the things largely responsible for 
our attendance gains in recent years. 
People who might never have gone to 
a game saw one on television and 
realized it’s a much more polished, 
skillful game than college play. So 
they started coming out.” 


WCAU-TV Tells Its Story 


wcau-Tv Philadelphia has been at home and on the road entertaining agency 
timebuyers and giving the guests the pitch on “Philadelphia’s New Look”—the 
“New Look” being what’s ahead in WCAU-Tv’s programming this year. New York 
timebuyers made a special junket to Philadelphia for the station’s grand tour, 
program pitch and entertainment. Then station folks trekked to Chicago and 
Detroit to entertain and preview buyers there. 





New Yorkers taking a break during “Philadelphia Day” festivities are (. to r.) 
Richard McCooey and Bob Meyers, both of Benton & Bowles; Eileen Greer, Ted 
Bates, Inc.; Paul Roth, Benton & Bowles, and, at far right, WCAU-Tv’s sales vice 
president Robert M. McGredy. 
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At Chicago’s Drake Hotel, Marv Shapiro (standing rear), WCAU-tTv’s national 
sales manager, backs Chicagoans (I. to r.) George Faust, CBS-TV Spot Sales, 
and timebuyers Virginia Russett, Merle Myers, Dean Lambis and Phil Schacherer, 
all of Russel M. Seeds Co. 
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At Detroit’s Hotel Fort Shelby wcavu-Tv executives and agency men in a pre- 
luncheon chat. Pictured are (I. to r.) Dick Fischer, Campbell-Ewald; Al Yagley, 
Grant Advertising; Bob Crooker, Campbell-Ewald; Marv Shapiro, wcau-tv, and 
Chuck Campbell, MacManus, John & Adams. 
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304,162 


Almost one-third of a million reprints of TELEVISION 





AGE articles and special features have been sold during 


the past 30 months. 


This is positive demonstration of the TELEVISION 
AGE editorial vitality ... proof of the depth in which 
TELEVISION AGE serves the television business. 
































Here is a partial list of subjects covered during the past thirty months by 
TELEVISION AGE, and made available in reprint form: 


Co-op Advertising and TV 

Ft. Wayne Study (what happens when Tv comes to fown) 
Daytime Tv 

Kenyon & Eckhardt (agency profile) 

Tatham-Laird (agency profile) 

Awakening Giant (Tv and department stores) 

The ARB Story 

The Timebuyers of the U.S. (published annually) 
What's Wrong with Rate Cards? 


Product Group Success Stories . . . 
Bakeries & Bakery Products 
Dairies & Dairy Products 
Banks & Savings Institutions 
Dry Cleaners & Laundries 
Groceries & Supermarkets 
Furniture & Home Furnishings 
Home Building & Real Estate 
Jewelry Stores & Manufacturers 
Nurseries, Seed & Feed 
Hardware & Building Supplies 
Solf Drink Distributors 
Travel, Hotels & Resorts 
Sporting Goods & Toys 
Drugs & Remedies 
Gasoline & Oil 
Shoe Stores & Manufacturers 


Taxes and Tv 

Facts on Color Tv 

Movies on Tv 

Tv Wears a Halo (motivation study) 

Bulova Company profile 

The Woman's Angle (woman's role in Tv) 
Procter & Gamble Story 


Rick Rural Markets (Tv and farm programming) 


Farm Implements & Machinery 
Electric Power Companies 

Gas Companies 

Telephone Companies 
Insurance Companies 

Coffee Distributors 

Men’s Clothing Stores 

Cough & Cold Remedies 
Electrical Appliances 

Beer & Ale 

Department Stores 

Restaurants & Cafeterias 
Moving & Storage 

Television & Radio Receivers 
Cosmetics & Beauty Preparations 
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Memo (Continued from page 51) 


LIMITATIONS OF WIRE. Obvious- 
ly, if subscription is confined to wire, 
its impact will be circumscribed by the 
costs and limitations of closed circuit 
and the time required for installations. 
But wired subscription could force 
authorization of on-the-air subscription 
by resolving the question of public 
desire. If the set owner is willing to 
pay for wired programs, he is also 
willing to pay for programs which 
come over the air—provided he is not 
deprived of the free programs he has 
been receiving. Some members of the 
FCC would limit subscription to cities 
with four stations, denying the service 
to network affiliates. Applications al- 
ready on file attest the plans of a 
number of broadcasters to establish 
uhf stations in three-station vhf mar- 
kets. Thus subscription could result 
in a substantial expansion of the tv 
broadcasting industry. 

Success at Bartlesville would certain- 
ly mean a bonanza for the motion- 
picture industry by providing it with 
an audience many times what it has 
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Chart (Continued from 56) 


Gary Moore Show. 10:00-15 a.m.: Mon. 
— Campbell; Tu.—Gerber; Wed. — Dow 
3. Thu. n. Foods, alt, wks. Nestle. 
Fri.—Gen. Mills, alt. wks. Sunshine Bis- 
cuit. 10:15-30: Mon.—sust. ; Tu.—Florida 
Citrus, alt. wks. Vicks Chem.; W 
. Foods, alt. wks. Nestle; 
Fri.—Gerber, alt. wks, Sunshine Biscuit 
10:30-45: Fri—Johnsen & Johnson, alt. 
wks. Coltesese Packing. 10:45-11: Fri.— 
Lever. 11-11:15: Yardley, alt. wks. Florida 
Citrus. ll: 15-30: Gen, Mills, alt. wks. 


Beat The Choe Kk. 2-2:15 


; Thu. —Sunshine Biscuit, alt. 
; Fri.—Johnson & Johnson, 
alt, wks. Vick Chem. 

Hotel Cosmopolitan. 12:00-15 p.m.: Mon. 
—sust.; Tu.—sust.; Wed.—sust. Thur.— 
Toni. alt. wks. sust.; Fri.—sust 

House Party. 2:30-45 p.m.: Mon.— 
ont: W Brands; Tu.—Swift, alt. wks. 


Kellogg: Wed. —“Giment z; Thur.—Pillsbury ; 
Fri.—Swift, alt. wks. A. Staley. 

NBC—The Price Is Right 11-11:15 am. 
Mon-sust, Tues.—Sterling Drug alt. sust. 
Wed.—Gen. Foods alt. Sterling Drug. 
Thurs.—Sust. Fri.—Lever Bros. 11:15-30 
Mon.—Lanolin Plus alt. Mentholatum, 
Tues.—Chesebrough-Ponds. Wed.— 8.0.8. 
alt. Lanolin Plus, Thurs.—Minn. Mining 
alt. Sus. Fri.—Mentholatum alt. 
Drackett.. 

Truth or Consequences, 11:30-45 a. m.: 
Mon-Thur. sust.; Fri.—Gen. Foods, alt. 
wks, sust. 11:45-12: Mon. & Tue.—sust. ; 
Wed.—Lever; Thur—Miles, alt. wks. Al- 
berto Culver; Fri.—l ever. alt. Gen. Foods. 

Tic Tac Dough. 12:00-15 p.m.: Mon.— 
Church & Dwight, alt. wks., P&G; Tue.— 
Standard Brands: Wed.—Amer. Home, alt. 
wks. Drackett, Thur. Kraft; Fri.—S.0.S., 
alt, wks. Star Kist Tuna 12:15-30: Mon. 
—Toni. alt. wks. P&G: Tue. & Wed.— 
P&G. Thu. ——— alt. wks. Minn. Min- 
ing; Fri.— 

Tt Could Be Fou. 12:30-45 p.m.: Mon.— 
Pharmaca Inc. alt., sust.; Tue.—Ponds, 
Wed.— Gen. Foods. alt. wks. Armour; 
Thur.—Miles. alt. wks. Alberto Culver; 
Fri.—Amer. Home. alt. wks, Drackett Co. 
12:45-1: Mon—P&G. alt. wks, sust.; 
Tue.—P&G, alt. wks. Brillo; Wed.— 
Corn Prod. alt. wks. Brown & William- 
son; Thur.—sust. alt. wks. P&G; Fri.— 


Bride and Groom 2:30-2:45 Mon.— 
sust. Tues.—Brillo alt. sust. Wed.— 
sust, Thur.—Minn. Mining & Mfg. alt. 
sust. Fri.—Mentholatum alt. sust_ 2:45- 
3:00 Mon.—sust. Tues.—sust. 
Drackett alt. Lanolin Plus. Thurs.—Al- 
berto Culver alt. Miles Labs. Fri.— 
Drackett alt. sust. 

Queen For A Day 4-4:15 Mon.—Lano- 
lin Plus alt, ‘Mentholatum, Tues.—Stand- 
ard Brands; Wed.—Park & Tilford alt. 
sust. Thur.—Minn. Mining alt. sust. Fri. 
—S.0.S. alt. sust. 4:15-4:30 Mon.— 
Brown & Williamson alt. Toni. Tues. 
Standard Brands, Wed.—Corn Prod. alt. 
American Home. ae Culver 
alt. Miles Labs.._ Fri—Amer. Home 
alt. Corn Prod. 4:30-4:45, Mon.-Fri.— 

Modern Romances 4:45-5:00 Mon.— 
Sterling Drug alt. sust. Tues.—Sterling 
Drug alt. Brillo Wed.—Corn Prods. alt. 
Sterling Drug  Thur.—Kraft, Fri.— 
Sterling Drug alt. Corn Prod. 

Specizis Sat.. Oct 5—10-11:00 p.m. 
“Dean Martin Show" in color. 

Sun.. a. 6—9:10:00 p.m. “Bob 
Hone Shov 
aes Oct. 13—6:30-7:30 p.m. ‘“‘Pinoc- 
chi 

Sun., Oct. 13—9-10:30 Standard Oi! 
T5th Anniversary Show in color. 

urs. Oct. 17—9:30-11:00 p.m. “‘Hall- 
mark Hall of Fame® in color. 

Fri., Oct 25—9-10:00 p.m. Special 
Bell Telephone System vrogram—‘‘The 
Strange Case of the Cosmic Rays.”’ 




















ever had. That would set off plans for 
showing legitimate plays, opera, ballet, 
etc. 

As anticipated, Bartlesville has 
shown that the first-run picture needs 
a larger screen. When people pay for 
programs, they will want to see them in 
comfort and in greater dimension. Sub- 
scription, therefore, should stimulate 
new designs in sets, particularly for 
attachment to the wall. 

Subscription need not be limited to 
entertainment. Many educational sta- 


tions have been collecting fees tor 
courses given with the aid of television. 
The best lecturers could be brought 
to the home for a series through sub- 
scription. Staying home to go to 
college could become a new American 
custom. 


PGW Adds 


The station representative firm of 
Peters, Griffin, Woodward has made 
additions to the tv account executive 
staffs in Hollywood and San Francisco 
and expanded New York office facili- 
ties. 

Joseph L. Scanlon, formerly with 
H-R Representatives, joins the San 
Francisco staff. Martin F. Connelly, 
formerly an account executive with 
station KvsM San Mateo, joins the 
Hollywood staff. 

To accommodate an increase in New 
York personnel as well as new automa- 
tion equipment, the company has leased 
more office space on the third floor 
of the Postum Bldg., 250 Park Ave. 

H. Preston Peters, PGW president, 
points out that more staff additions 
have been made in the first eight 
months of this year than in any calen- 
dar year in the firm’s 25-year history. 

McCall’s Awards 

Women broadcasters have been in- 
vited to compete for the 1957 McCall's 
Awards to Women in Radio and Tele- 
vision for distinguished public service. 

The magazine’s Gold Mike awards 
were established in 1951. The contest 
is open to women in broadcasting 
(both as executives and on the air) 
who have worked with a public-service 
program or project between October 
1956 and October 1957. 


Color for Cuba 

Shipment of color equipment is on 
the way to a new Havana, Cuba, tv 
station, according to P. B. Reed, vice 
president of RCA’s _ international 
sales. 

The station, to be known as Canal 
12, S.A., will be headed by Gaspar 
Pumarejo. He’s been in Cuban broad- 
casting for 24 years. 

Mr. Pumarejo says plans call for 
a 20-hour color schedule a day built 
around films. A basic two-hour film 
show will be repeated 10 times a day, 
he says, with fresh news and film 
items inserted as they become avail- 


able. 











| 





In the picture 











In the recent merger of Ruthrauff & Ryan with Erwin, Wasey, 
David B. Williams (|.) of the latter becomes president and 
Robert Watson (r), former chairman of the board at R&R, takes 
the same post with Erwin, Wasey, Ruthrauff & Ryan. Ros W. Metz- 
ger, former executive vice president of R&R, is now chairman of 
the executive committee, and F. Kenneth Beirn, former president 
of R&R, becomes senior vice president of the new agency. Gross 
billings of the combine are estimated at about $80 million. Ruth- 
rauff & Ryan was founded in 1912. Erwin, Wasey in 1914. To- 
gether, the two agencies have offices in about a dozen U. S. cities. 


One of the founders of the old William Weintraub agency, Elkin Kaufman, has joined 
Lennen & Newell. He'll be a senior vice president and management account supervisor on 
Old Gold. Despite the recent move of the Kent brand from Young & Rubicam to Lennen & 
Newell, Mr. Kaufman will work exclusively on the Old Gold brand. Fourteen years ago 
Mr. Kaufman and William Weintraub founded the agency that carried the latter’s name. 
They had been at Esquire magazine together, Mr. Weintraub as publisher and Mr. Kaufman 
as sales promotion director. Mr. Kaufman was executive vice president until the management 
change two years ago. When the agency became Norman, Craig & Kummel, he remained 
until now as president. Mr. Kaufman, 52, lives at 480 Park Ave. in New York City. His son, 
Eli, is a radio director at CBS. 


The 25-year-old Chicago agency of Russel M. Seeds becomes Keyes, Madden & Jones, 
and with the change, former vice president of operations and sales, NBC-TV, Edward D. 
Madden, takes over as president. Freeman Keyes will continue as chairman of the board. 
Howard A. Jones, former vice president in charge of the central creative staff at Grant Ad- 
vertising and a vice president of the old Lord & Thomas and Blackett, Sample & Hummert 
agencies, becomes executive vice president. The new agency begins operations in October in 
the Seeds offices in the Palmolive Bldg., Chicago, and newly leased quarters at 4 W. 58th 
St. in New York. There will also be a Hollywood office at 418 S. Robertson. Heading the 
New York office will be David Hale Halpern as senior vice president and general manager. 
He was senior v.-p. and general manager of Joseph Katz Co. 





The Radio Corp. of America has appointed three 
new members to the board of directors, according 
to an announcement by David Sarnoff, chairman of 
the board. The new directors are Andre Meyer (|.), 
who is a senior partner of the investment banking 
firm of Lazard Freres & Co., New York; Paul M. 
Mazur (c.), a partner in Lehman Brothers, also an 
investment banking company of New York, and 
Robert W. Sarnoff (r.), who is president of NBC 
and a son of the board chairman. 





With the growing foreign market in syndication, Screen Gems has named William H. 
Fineshriber Jr. to the newly created post of director of international operations. He'll su- 
pervise the overseas marketing operations of the Columbia Pictures tv subsidiary. Screen 
Gems tv shows are already seen in 17 countries outside the U. S., and foreign sales rep- 
resent an increasing portion of annual income. Mr. Fineshriber will headquarter in Screen 
Gems’ New York office and serve as a member of the executive staff. In October, he and 
Ralph M. Cohn, vice president and general manager, will leave for the Far East to estab- 
lish permanent sales offices in Australia and Japan, the Philippines, Hong Kong and Thai- 
land. A veteran of broadcasting and film circles, Mr. Fineshriber was most recently sales 
vice president of Television Programs of America. 
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Tulsa . . . the heart of a billion 
dollar market! That’s a pretty | 
fair hunk of trade, and, natural- | 
ly, you’d like to have your share. 
KVOO-TV would like for you to 
have it, too—and they are ready 
to help. You see, KVOO-TV 
blankets northeastern Oklahoma 
with the tops in network and lo- 
cal programming. And KVOO- 
TV doesn’t stop there. Market 
research, merchandising and 


promotion aids, and constant 
attention to your account will | 
make you glad, you showed on 
KVOO-TV. Yes, it’s CHAN- | 
NEL 2... for a real show... | 
of profits . 


. in Tulsa! 










e® 
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| For current availabilities | 
| contact any office of | 
| Blair Television Associates | 
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Of course they’ll have television in 
every room, but did you hear that 


| there’s going to be a new hotel in 


Moscow call the Comrade Hilton? 
3 i a 


Neighborhood pole: There’s a sec- 
tion in Manhattan’s fashionable east 
side where we hear it is de rigueur 
for dog owners to view the late movie 
each night. As a result, it is a simple 
matter of counting noses to ascertain 
whether the residents of the area like 
the 
When the show’s a good one, it’s not 
a fit night out for man nor beast until 


movie on any given evening. 














the finis of the film. At which time, 
the dog-and-owner excursionists pour 


out on the streets en masse. 
We the late-evening 
traffic problem is quite acute during 


understand 


rating week. 


% * * 


With so many company mergers in 


| the air and on the ground these days, 


it is no wonder that the new game 
around our office is Mergers-I-Would- 
Like-to-See. The first few that came 
up were, for instance, Greyhound and 
Cats Paw, Hebrew National and 
Christian Brothers. But then it was 
decided to stick to advertising agen- 
cies, so here for the first time (and 
certainly the last) are some samples 
of Agency-Shingles-We’d-Like-to-See- 
Hung: 

Brown, Green, Black, White, Gray 
& Grey; Frye & Berle; Luckie, Betts, 
Gamble & Sucher; Fox, Wolf, Badger, 








Baer, Katz & Hunt; Sparrow, Robins 
& Dove; Sweet & Lovekin; House, 
Holmes & Maison; Grant & Lee; Jett, 
Speed & Blitz; Koch & Bull; Chew & 
Spitz; Long & Short; Sharp & Keene, 
and Crooke, Lush, Heller & Ketchum. 


* a *% 


Teens on toll: According to a new 
Prentice-Hall book, Teen-Agers Guide 
for Living, one of the more important 
reasons that teen-agers give for “going 
steady” is that it’s cheaper—an impor- 
tant matter to the teen-age budget. 
“You can,” they say, “do many things 
together that don’t cost money, such 
as television. . . .” 

We that the 
steady-going teen-agers are not going 
to take kindly to toll tv. 


have a_ suspicion 


a ub # 


Some mornings after: This is a true 
story, but names, for obvious reasons, 
are fictitious. A secretary to a network 
executive was instructed by her boss 
always to reply in kind to any letters 
he received bearing a first-name sal- 
utation. This she did to a note she had 
been able to answer herself, a note 
which had been addressed to “Dear 
Chuck” and signed “Tom.” 

When the boss came to this “Dear 
Tom”. reply, the last-in the pile of 
letters awaiting his signature, and was 
about to affix “Chuck” above his type- 
written name, he looked to see who it 
was he was writing to, since he knew 
many Toms. The name Thomas Spel- 
vin didn’t ring an immediate familiar 
bell. And the more he thought about 
it, the more he was sure he didn’t 
know anybody named Tom Spelvin. 

Finally, he looked at the letter Tom 
Spelvin had written to him. The first 
paragraph was merely a polite re- 
quest for information on the where- 
abouts of a former colleague at the 
network. But the second and conclud- 
ing paragraph read: “I enjoyed our 
meeting and look forward to seeing 
you again, but, perhaps, under cir- 
cumstances less cocktailish.” 

Whereupon he hastily signed the 
letter “Chuck” and caught an early 
train home. 
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In Houston 






the turn 


is to ~. AND HERE'S FURTHER PROOF! 


| May A R B Shows- 





because 
: KTRK-TV pP 10 ¢ 
we think 
television is 
ale) a: MR ialel al 
old movies 
KTRK-TV First in Nightime — 6 p.m. 1 





or 


new ones 


...more 
than just 


riding the 





network! 


The Best 
Network, 
movies 
and 
local “live” 


everyday makes 


HOUSTON’S 
BEST BUY 


KTRK-TV 


CHANNEL 
1 | 





THE CHRONICLE STATION, CHANNEL 13 
P. O. BOX 12, HOUSTON 1, TEXAS-ABC BASIC 
HOUSTON CONSOLIDATED TELEVISION CO. 
General Manager, Willard E. Walbridge 
Cc cial M ger, Bill Bennett 
NATIONAL REPRESENTATIVES: Geo. P. Hollingbery Co. 
500 Fifth Avenue, New York 36, New York 

































































Fact: WNEM-TV Channel 5 is 
the one and only television 
station covering Flint with a 
GRADE A signal. 


Fact: WNEM-TV Channel 5 
has been serving Flint for 
the past three years. 


Fact: WNEM-TV’s Flint local 
sales are 59% greater than 
last year. 


Fact: Buyers are ladling out 
their good share of the Flint- 
Saginaw - Bay City Market 
through WNEM-TV. (You'll 
hear more about this!) 


* Additional evidence on file in applica- 
tions at the FCC in Washington. 





here are the real facts 


FLINT TV 
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See Your Petryman 


FLINT OFFICES: 507 DETROIT STREET 








